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CONNOR 


operates two com- 
plete, modern mills— 
one at Laona, Wis. 
and the other at Con- 
norville, Mich. Illus- 
tration shows bird’s- 
eye view of the mod- 
ern electric 3-band, 
3-resaw plant at La- 
ona, including saw: 
mill, planing mill, dry 
kilns, flooring factory, 
furniture factory and 
by-products depart- 
ment. 


“ LAYTITE” 


Maple and Birch 


FLOORING 


TheWorld’s Finest 
— Bar None 
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Manufactured and Graded Under 


M. F. M. A. Specifications CONNOR MAINTAINS 










Nailing tomers. 











QUALITY 


and appreciates highly the 
year after year confidence 
which buyers and_ users 
have continued to place in 
Connor products. We pledge 
continued satisfaction to cus- 








NORTHERN HARDWOODS, PINE & HEMLOCK 


MARSHFIELD, WISCONSIN 
Teletype Number: Marshfield, Wisconsin — 26. 
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Cutaway view of Thermopane, 
the insulating windowpane. 
Thermopane consists of two 
or more panes of glass, with 
dry air between, factory- 
fabricated into a single unit 
by L-:O-F’s Bondermetic 
(metal-to-glass) Seal*. 































L-0-F Skermopane the double-glass unit 
that insulates windows 


More and more lumber dealers are now stocking Thermopane*. 
The great and steadily-growing demand for Thermopane for all 
types of buildings . . . combined with its ready availability . . . presents 

an excellent profit opportunity for lumber dealers. 
Thermopane is now available in more than 70 standard sizes. From 


these you can select and stock whatever sizes your 












customers call for most frequently. Your L-O-F 


LIBBEY: OWENS ° FORD Distributor will help you work out a model stock to 
@ Ged Nawe te GLASS fill demands without excessive inventory. Even 





made-to-order sizes can be furnished promptly. 















ONLY LIBBEY-OWENS-FORD 


MAKES Shermopane 


Here’s demand—and availability—in a product 
with a great present and bigger future. Act now to set yourself up as 
Thermopane headquarters in your community. For full information, 
contact any L-O-F Distributor or write directly to Libbey-Owens-Ford 


Glass Company, 19108 Nicholas Building, Toledo 3, Ohio. *® 
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THERE ARE 47 different ways to get FHA insured loans. There 
1re seven different ways of making loans under Title I, with double 
that number for Section 203 of Title II. Section 207 offers 13 varie- 
ties. Title VI, even with the lapse of authority to insure on new 
one to four family dwellings, still provides 13 methods of pat- 
terning a loan. Combining Sections 207 and 608, there are 19 
ways for insuring loans for multifamily rental or cooperative prop- 
erties. 


BRICK PRODUCTION in August reached its highest level since 
1939. Total production was 566,000,000 brick, far exceeding any 
postwar month. August production was 100,000,000 brick more 
than in August a year ago and 7,000,000 more than in July of this 
year. Production of clay tile also rose in August to 116,000 tons, 
also a new record. 


MOTOR-VEHICLE DEALERS took the lead again with a year- 
to-year sales gain of 31 percent. Lumber and building materials 
dealers reported August sales high also—20 percent ahead of 
August 1947. A moderate (11%) rise was the experience of furni- 
ture stores, while hardware stores showed virtually no change 
and sales by jewelry stores dropped back slightly (3%) com- 
pared with August 1947. 


THE SWING TO TREE farms as means of conserving and 
improving the nation’s lumber supply of lumber for future gen- 
erations is a notable achievement of private industry. Typical of 
company owned tree farms is the one recently dedicated by the 
Camp Manufacturing Company of Franklin, Va. Camp has been 
producing lumber at the same location for the past 60 years. 
The company has been planting replacement trees for many 
years. The new tree farm extends the company’s life expectancy 
indefinitely into the future. 








s| 7rees at Work 


. 





M. CAMP, third from left, manager for the lumber division of Camp Manu- 
cturing Company, Franklin, Va., poses with owners of other Virginia tree 
irms. Camp accepted certificate indicating the Camp company had dedicated 
129.000 acres of forest land as a tree farm. 
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LET THE PUBLIC HOUSERS 
ANSWER THESE STATISTICS 


Govt. figures indicate great 
gain in industry efficiency 


ONE of the key arguments of 
those who think that direct govern- 
ment participation in home build- 
ing will make houses spring up like 
weeds all over our land is the 
claim that the private building in- 
dustry is still in the horse and 
buggy days technologically speak- 
ing. 

We cannot say why the public 
housers picked on this argument. 
We do know it is a convenient one. 
It sounds plausible, and it is, be- 
cause of the complexity of the light 
construction industry, hard to dis- 
prove. The public housers, by mak- 
ing the claim, have put the burden 
of proof on the industry. 

AL&BPM has dug out govern- 
ment figures that indicate the 
building industry has made great 
technological strides, in the last 
EIGHT years. 

Here are the figures: 


Men employed 


Housing units on site work 


1939— 515,000— 497,000 
1947— 849,000— 565,000 
Percent of 

increase 64— 13 


Percent of increased efficiency; 30 percent 
(plus) 


Yes! That’s right. Impartial 
government figures show that na- 
tionally 64 percent more nonfarm, 
residential dwelling units were 
erected in 1947 than in 1939—and 
here’s the punch line: It took just 
13 percent more men doing on-site 
labor to accomplish that vast in- 
crease in production. 

That is a 30 percent increase 
in efficiency. And what has 
brought about this increased effi- 
ciency? Technological advance- 
ments in every phase of the build- 
ing industry has brought it about. 

We all know the individual im- 
provements that have contributed 
to increased efficiency: drywall 
construction, plywood, better plans, 
more efficient utilities that elimi- 
nate the need for expensive base- 
ments, trussed roofs, radiant heat- 
ing, precutting framing members 
on mass production methods. The 
list of improvements is endless. 
Every dealer can add many more. 
Now AL&BPM has come up with 
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The PULSE 
of the Market 


Can you take the pulse of the market? 


In the sensitive lumber industry it’s the key to profit- 
able operations. It tells you what to do today . . . how to 
plan for tomorrow. 

Guesses Won’t Do! Because it is a composite of many 
facts and factors, lumber pulse-taking is no snap. It calls 
for wide circulation and multiple contacts which must be 


balanced against each other. 


National-American Wholesalers are old hands at pulse- 
taking. They have the contacts and experience to do the 
job. This means profits to you. 


Use Wholesalers and base your decisions on facts. 


National- American WHOLESALE Lumber Association 
ESTABLISHED 1893 


WESTERN OFFICE 
YEON BUILDING 
PORTLAND 4, OREGON 


HEADQUARTERS 
41 E. 42ND STREET 
NEW YORK 17, N. Y. 

















NEWS ««d TRENDS 


figures to measure what all this 
technological improvement means 
in terms of more efficient produc- 
tion. It means a 30 percent in- 
crease in efficiency in the past eight 
years. Few other industries can 
match that record. 


Let’s every one of us tell our 
customers, the public, and our offi- 
cials in Washington about this 
measured increase in efficient pro- 
duction of houses. 


While we are at it, let us ask 
the public housers for a specific 
list of ways they expect to increase 
building efficiency and hence pro- 
duce more houses. 


HOUSING DECLINES 


August shows sharp drop 
over same month last year 


HOUSING § starts dropped 
sharply in August, when builders 
started 83,000 new nonfarm dwell- 
ing units, according to preliminary 
estimates of the Bureau of Labor 
Statistics, U. S. Department of 
Labor. This was a decline of 11,000 
units, or 12 percent, from the July 
estimate and was 3,300 under the 
number started in August 1947, 
the month that marked the begin- 
ning of last year’s contraseasonal 
housing ‘boom. 


8 MONTHS HIGH 


The brisk rate of housebuilding 
in recent months has resulted in 
a total of 646,000 new permanent 
units being put under construc- 
tion so far this year, which sur- 
passes the volume in the corre- 
sponding 8 months of 1947 by 24 
percent, or 123,400 units. 


Complete reports of housing 
starts for April boosted the figure 
for that month up to 98,800 units, 
a gain of 6,800 over earlier esti- 
mates. 


START DECLINE 


Since April, there has been a 
continual decline in the number of 
housing starts in California and 
Texas, following a period of high 
activity. In urban areas alone, the 
number of new dwelling units au- 
thorized for construction decreased 
by 26 percent from April to July 
in California, and 27 percent in 
Texas. For the past 3 years, these 









































states have accounted for a con- 
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siderable portion of the national 
total of new houses started. 

An important part of the expan- 
sion of residential construction in 
1948 has been accounted for by the 
increased number and units in 
structures usually planned for 
rental purposes (2-family and 
multifamily). During the months 
for which data are available this 
year (January through May) 1 out 
of every 5 dwelling units started 
was of the rental type, compared 
with 1 in 10 for the comparable 
months of 1947. 


BREAK IN CITIES 

Early reports of local building 
permits issued in August for new 
housing indicate a substantial de- 
cline in some of the larger cities 
reporting. Among these are Balti- 
more, Columbus, Kansas City 
(Mo.), Los Angeles, Memphis, Nor- 
folk, Seattle and Upper Darby, Pa. 
Large gains are shown in Alhambra 
and Santa Ana, Calif.; Montgom- 
ery, Ala.; San Antonio, Tampa and 
Washington, D. C. : 

Los Angeles, New York City, 
and Detroit led all other cities this 
year as well as last in the number 
of local permits issued in the first 
8 months for new nonfarm houses. 
All of the 20 leading cities had 
large gains over last year except 


Detroit, San Antonio, and Fort 
Worth. 
HARDWOOD MEET 


National association holds 
annual meeting in Toronto 


MARKED OPTIMISM about the 
future prevailed among the more 
than 1,000 lumbermen who at- 
tended the National Hardwood 
Lumber Association annual meet- 
ing at Toronto on September 28 
and 29. This meeting marked the 
second time in the history of the 
association that the annual meet- 
a has been held outside of United 

tates. 

Keynote of the program for the 
meeting was a “Hands Across the 
Border” theme. It stressed closer 








“spot roast, eggs, butter-- I'd say a 
hundred bucks will be about right” 











HOW IS YOUR STOCK OF lametal 
DOOR BOTTOM STRIPS? 


This is the biggest door 
bottom strip value you 
scan offer your cus- 
mr tomers. Made of extra 
heavy metal, and pure, 
seiiceniiaialinals Big" thick, Ship oe 
tandard lengths of 3/16” thick. Shippe 

3077 32%, 36", 42", prepaid on orders of 
three dozen or more. 
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SOLD ONLY THROUGH HARDWARE STORES, BUILDING SUPPLY DEALERS AND LUMBER YARDS 


THE EASIEST STRIP IN THE WORLD 


TO SELL and PUT ON... 
icrwAy 
WEATHER 


ee 






DISPLAY 
CARTON 


Anyone can sell Nu-Way Weather Strip. 
Anyone can install it. It’s one strip that 
serves every purpose on any type of door 
or window, either double hung or swinging. 
Packed in attractive carton containing twelve 
individual 20-foot rolls, each with nails and 
instructions for installing. 


DRIP CAPS For poorRS AND 
CASEMENT WINDOWS 


Here are two very effec- 
tive rain drips. (RIGHT) 
No. DCB, brass. Easy to 
install, no special rabbet- 
ing. (BELOW) No. AFB, 
brass. 20-gauge, 1%4” 
wide. 





Both caps come with 
holes punched, nails fur- 
nished. Available any 
length. 





MACKLANBURG- DUNCAN CO. 


ORLAMOMA CITY 1. ORLANOMA 
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“American's new office in 
New York City has complete 
service and repair facilities 
for greater N.Y. area. 


| AM@RICAN SERVICE 
| ad Yiu fui | 


















Wherever you are—from coast to coast— 
there’s a local American distributor near 
you ready to give you quick service when you 
need it! This is a big profit-saver for owners 
of American Floor Machines! 
Your floor sander will make money 
for you only while it’s working. If 
breakdowns occur and the machine 
is laid up for repairs, you lose time 
and profits! That’s why American 
Service is so important to you. With 
over 35 offices and service points in 
the United States, you are always 
within overnight delivery of any 
materials or parts required. 
‘, Also, these service centers 
have factory-trained men 
to handle your service 
problems. When you 
buy American—you 
can be sure of more 
profit hours! 
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cooperation between the hardwood 
industries of Canada and United 
States. A number of excellent ad- 
dresses were given by Canadian 
as well as American authorities. 

‘The election of F. W. Hutcheson 
of Muskoka Wood Products, Ltd., 
Huntsville, Ont., marks the first 
time a Canadian has headed the 
association. 

Other officers elected for the com- 
ing year were: Ist vice-president, 
James C. Walsh, Upham and Walsh, 
Chicago; 2nd vice-president, Lee 
Robinson, Mobile River Sawmill 
Company, Mount Vernon, Ala.; 3rd 
vice-president, Harry D. Gaines, 


Gaines Hardwood Lumber Com- 
pany, St. Louis, Mo. 
Retiring president George H. 


Henderson of Angelina Hardwood 
Sales Company, Lufkin, Texas, in- 
troduced the new officers. 

































HOUSING STORIES 


Consumer magazines plug home 
craftsmen as house builders 


SEPTEMBER 2 issue of Col- 
lier’s features a story “Try Build- 
ing Your Own Dream House,” 
which ties in with efforts on the 
part of many dealers along this 
line to try to provide cheaper mini- 
mum housing by aiding the owner- 
builder. 

The September 24 issue of Coro- 
net carries an article on “How To 
Slash Home Repair Costs.” This 
story also shows how the home 
owner can save money by doing his 
own repair work. 

Easi-Bild patterns for corner and 
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Get the Track 


With These Sales Points 


It's easy to sell lightweight, flameproof, cotton insula- 
tion when you show how it cuts fuel bills one-third. . . 
pays for itself over and over... lasts a lifetime. 




















© Cuts fuel costs as much 


It's easy for you to install, too, because it comes in 
one-third. 


rolls of standard widths . . . simply unrolls like a rug 


























‘© Flameproof. and goes down quickly, without costly labor, expensive 
@ EXCEEDS Government equipment, or time-killing clean-ups. 
specifications. h , , 
© Is LIGHTEST insulation made. GOVERNMENT TESTS prove that cotton insulation 
} Stece Halls ales luctiibatien. is more efficient than any of ten leading commercial 
pei pao psp insulating materials. Get ready now for rising cotton 
« ik leaks nl fies | insulation profits when the thermometer drops. 
~ | © Is moisture- and insect-repellent. — Sell rings around the competition! Turn prospects into 
© Is non-irritating to skin. strong booster customers! Get your FREE copy of “The 
? = © Axcilaile in ctanderd INSIDE Story of Cotton Insulation” now! 
u : 
_ widths and thicknesses. 
"Build © Can be easily installed NATIONAL COTTON COUNCIL OF AMERICA 
House,” at low cost. COTTON INSULATION ASSOCIATION 
on the BO \\ OO rT—r—=<i‘i‘ieiOsO™sseFSiidic wt 
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IN recent months AL&BPM has been pointing out to its readers the 
increasing need to watch credits and collections. The figures below show 
the trend in delinquent accounts in one yard in a middle western town of 
100,000 people. A high rate of accounts receivable coupled with expensive 
inventory adds up to potential trouble. 
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kitchen cabinets and other home 
construction jobs are featured in 
both these stories. Dealers selling 
material to home-owner builders 
should be interested in how these 
patterns can help owners do their 
own work. 

Patterns are made by the Easi- 
Bild Pattern Company, Pleasant- 
ville, N. Y. 


NATION'S RENT BILL 


COMPARATIVE SUMMARY 
90 DAYS 120 & OVER 
8,030.34 16,193.87 
23,373.72 21,909.63 
4,927.78 17,028.94 
13,190.31 28,269.91 
14,217.82 39,746.58 
14,644.28 42,088.95 
11,112.77 40,938.99 
13,885.97 44,734.31 
7,730.77 41,930.30 
14,259.84 43,205.82 
11,887.64 45,107.13 


60 DAYS 
OCTOBER, 1947 ................. 20,394.26 
NOVEMBER, 1947 ............... 39,688.08 
DECEMBER, 1947................ 20,384.34 
JANUARY, 1948 ........ 24,333.86 
FEBRUARY, 1948 ................ 23,498.79 
MARCH, 1948 .................. 20,110.39 
hee 14,762.22 
Kk eee hl 
ng eee 
A , ree 
ere . 25,173.30 


TOTAL 
44,618.57 
83,971.43 
42,195.06 
65,794.08 
77,463.19 
76,843.62 
66,813.98 
71,209.05 
71,391.20 
74,580.80 
82,168.07 


Seven billion paid out 
for home rent is new high 
FEDERAL Reserve Board fig- 
ures show that the annual rent bill 
of the country’s 17,000,000 non- 
farm families which rent houses 
was about $7 billion at the begin- 
ning of 1948, the median rent be- 
ing $30, as compared with $20 in 
1940. 

The Board’s figures also show 
that 18,500,000 non-farm families 
owning their homes are spending 
an estimated $5 billion for repairs 
and additions. Families with in- 
comes of less than $2,000 had to 
set aside 21 percent of their in- 
come for rent, whereas those with 





incomes of $5,000 or more used an 
average of only nine percent of 
their income for rent. The aver- 
age for all renting families was of 
12 percent of 1947 income. 


MAPLE FLOORING 


Association will step trade 
promotion work for next year 


THE advertising and trade pro- 
motion activities of the Maple 
Flooring Manufacturers Associa- 
tion will be stepped up consider- 
ably next year, W. C. Abendroth, 
president of the group, states. 

“The 1949 advertising program 








N. B. Reynolds 
Sales Manager 


200M' Ix4"' #2&Btr. Yellow Pine R/L 
300M' 1x6&8" #2&Btr. Yellow Pine R/L 
100M' 1x!0&12" #2&Btr. Yellow Pine R/L 
200M' 2x4" #2&Btr. Yellow Pine R/L 
100M' 4/4"" #2 Sap Gum & Tupelo $2S 
200M' 4/4" #1&Btr. Sap Gum & Tupelo 





YOUNGERMAN-REYNOLDS LUMBER CO. 


Montgomery 1, Alabama 


Mills & Resaws: 
Samson, Ala. 
Wetumpka, Ala. 


100M' 4/4" #2B Poplar S2S 

100M' 4/4" 4#2A Poplar 

200M' 8/4" #2B&2A Poplar 

50M' 8/4" #2&Btr. Magnolia 

50M' 4/4" #2&Btr. Magnolia S2S 
100M' 8/4" #1&Btr. Swamp Cypress 








OZAN WILL HAVE AN 
ULTRA MODERN MILL 


Yes Sirl A new era is in store for Ozan 
Pine customers. Now operating three 
mills, Ozan is laying plans for a fourth 
and ultra modern mill at Prescott — 
equipped for greatest possible utiliza- 
tion of the log. 


LUMBER COMPANY 
PRESCOTT, ARKANSAS 


will present information of an edu- 
cational nature to keep the general 
public acquainted with the merits 
of Northern Hard Maple, Beech 
and Birch Flooring,’ Mr. Aben- 
droth said. 

“The program will include mate- 
rial on the uses of the different 
grades of MFMA flooring and de- 
tailed information explaining that 
many spaces in all types of build- 
ings can be floored with the lower 
grades effectively and economically. 

“This year in particular, archi- 
tects seem to be quite interested 
in the lower grades, especially the 
Third Grade. With an eye to econ- 
omy, they are specifying Third 
Grade flooring for spaces in light 
manufacturing plants, storage 
rooms, stores, warehouses, bed- 
rooms in residences, farm build- 
ings and for replacements and re- 
pairs of floors in existing build- 
ings. It is also noted in certain 
floor specifications for spaces of 
this kind, that ‘all shorts’ of the 
lower grades are specified. A speci- 
fication of all short lengths means 
a considerable saving in floor con- 
struction costs. Lumber dealers 
should be kept informed regularly 
as to the thinking of the specifiers 
in trends of this nature. 

“In connection with the 1949 ad- 
vertising campaign, it is also 
planned to continue the MFMA pol- 
icy in offering helpful assistance 
to the public on floor problems, 
floor maintenance information and 
floor construction suggestions.” 


LOW COST PREFAB 


This one is small but gets 
down in low income class 


PRODUCTION of a new low-cost 
home for low-income families has 
just been announced by General 
Industries, Inc., prefabricated home 
manufacturers of Fort Wayne, Ind. 
The first four houses were opened 
to the public in Fort Wayne dur- 
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1618.57 
971.43 
1195.06 
.794.08 
463.19 
1843.62 
813.98 
1209.05 
1391.20 
580.80 
168.07 
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HERE’S AMERICA’S 
FIRST TRULY 
UNIVERSAL HYDRAULIC 
DOOR CLOSER 





The Only Closer With 
Right-Hand, Left-Hand, Hold-Open or Non- 
Hold-Open Operation in One Standardized 
Unit... Without Mechanical Change 


7@¢@eee#eeetsceoeeteseseeseeeseeeeeeeoeoeeeaes 


This one Closer does the work of four separate, 
ordinary closers. Gives complete control through 
all standard swinging arcs. Easiest regula- 
tion. Simplified installation by mounting plate. 
Compact. Lighter in weight. Smartest styling. 
Harmonizing finish. Thoroughly proved in 
service. Complete package for installation on 
standard wood or metal interior doors. Write 


for details. 


Since this Eagle Closer answers four separate needs, 
it offers important advantages to the dealer trade. 
Smaller investment in inventory. Less stock to 
carry. Lower handling and freight cost. Ordering 
and billing simplified by one standardized package. 
Write for full details. 


THATS (77 CHROMTRIM 15 SUST THE THING FOR 
MY GLOOMY KITCHEN SHELVES --- I'LL 
SEND FOR CWROMTRIM *TRIM-IDEAS” RIGHT Away’ 


SeNbs ME THe LOCAL ——~ 
ALER’S ApDRESS _/ 
MY 


FEN PY 
“ee \_“TRIM= IDEAS” 


THERE'S THE Bore 
@) SUST WHERE 
SAID IT WOULD. ‘Be pe 





HOW COULD I MISS 

WITH THE NAME AND 

USES OF EACH SHAPE 

MARKED RIGHT ON 
THE TUBE ! 











CAN YOU HELP ME F r HELPED 
MYSELF TO Ch FROM 
THAT WONDERFUL DISPLAY 
OVER THERE. BUT I DO 
NEED SOME LINOLEUM ANDeee 








; , = RIGHT YOU ARE. 
n° iS CHROMTRIM MADE THE 
i CABINET, Look LIKE NEW 
LL ee AN EASY iy 
WHAT DO YOU SAY WE 
MODERNIZE THE WHOLE 
KITCHEN WITH CHPOMTRIM? 





I 


®) LATE : aE —n CCON'T WORRY, | 


HERE YOu —. I CHROMTRIMNING 

TILE +. PAINT.- 

WALLBOARD-- 

AND OF COURSE, 

¢ WOPE TLL THIS 

SEE YOU WILL HAPPEN 
AGAIN. TO YOU, TOO, 

. DEALER. 














ADDRESS ..... 





October 


ing National Home Week, Sept. 5 
to 11, and were promptly sold. They 
were financed under the new pro- 
vision of the Housing Act of 1948, 
providing 95%, 30-year mortgages 
insured by the Federal Housing 
Administration. 


The house is designed to answer 
the need for a good $6,000 home 
within the means of lower-income 
families, William B. F. Hall, com- 
pany president, said in announcing 
the new model. Mr. Hall, also presi- 
dent of the local Home Builders 
Association in Fort Wayne, empha- 
sized that quality construction has 
not been sacrifieced in producing 
this economy home, pointing out 
that the house has been fully ap- 
proved by FHA for mortgage in- 
surance under Title II of the Na- 
tional Housing Act. 


PLYWOOD CONSTRUCTION 


The basic house, which is of 
stressed-skin plywood construction, 
is 24’ 3” square, providing two 
bedrooms, living room with dining 
area, kitchen, bath and a utility 
room, with additional storage room 
in the attic space. The house is 
built on a concrete slab to eliminate 
the expense of a basement. The 
inside walls are finished with wall 
paper or are painted. The buyer 
has several choices in exterior fin- 
ish including asbestos shingles and 
plywood. 


The first four houses, built on 
lots valued at $850, sold complete 
with land for $6,300. A _ second 
group of five houses now under con- 
struction in Fort Wayne range in 
price from $6,000 to $6,300, de- 
pending on the cost of the lot. 

Hall said that the new model 
will be introduced soon in Indian- 


| apolis, Ind., and later in other com- 


munities within a several-hundred 
mile radius of Fort Wayne. Gen- 
eral Industries distributes its 
houses through local dealer-builders 
who erect and sell the completed 
dwelling to the home buyer. Mr. 
Hall said that builders have ex- 
pressed a great amount of interest 
in the house. 

Explaining the financing of the 
house, Mr. Hall pointed out that on 
the houses valued by FHA for 
$6,000, an insured 95% loan 
amounting to $5,700 is available to 
home purchasers. The total monthly 
payments, including principal, in- 
terest, insurance premium, taxes 
and fire insurance, amount to ap- 
proximately $38 a month. A family 
with a weekly income of $40 is 
eligible to buy the house. 
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Greater consumer value 
in 4-Square Lumber! 


Tre LUMBER INDUSTRY faces two chal- 
lenging objectives: First, to balance timber 
supply and lumber consumption. Second, to 
deliver to the ultimate consumer the great- 
est possible values in the use of lumber. 


Through modern forestry, progressive 
engineering, and better merchandising, 
Weyerhaeuser is contributing toward the 
meeting of those challenges. As a result, 
encouraging progress has 
been made in forestry prac- 
tice, in the manufacture of 
lumber and in its improved 
utilization. 


In the forests and mills, 
Weyerhaeuser is concerned 
with careful harvesting, 
efficient processing, and 
assured regrowth of tim- 
ber crops. The pictures on 
the opposite page illustrate a few of the 
measures now in use by Weyerhaeuser to 
accomplish these ends. They illustrate how 
timber is now cut at its “optimum” age... 
how waste and damage in the forests are 
reduced by modern machines and methods 
... how timber regrowth is encouraged 
and safeguarded ... how modern mill 
equipment produces the maximum of good 
lumber and related products from every log. 


‘To help make 4-Square Lumber more val- 
uable in use, Weyerhaeuser maintains two 


THESE ARE 
THE GOALS 
OF WEYERHAEUSER 
MANAGEMENT AND 
THE WEYERHAEUSER 
4-SQUARE 
BUILDING SERVICES 


practical, authoritative building services— 
the Weyerhaeuser 4-Square Home Building 
Service and the Weyerhaeuser 4-Square 
Farm Building Service. 


In the Home Building Service, America’s 
leading architects work closely with our 
engineers in illustrating the best in home 
values through correct design and the prop- 
er use of good lumber and related building 
materials. Scores of ideal 
designs complete with 
blueprints are now in this 
Service, and a new home 
plan is added every month. 


In the Farm Building 
Service, structures for many 
types and sizes of farm op- 
erations have been devel- 
oped by Weyerhaeuser 
engineers working closely 
with practical farm authorities — to help 
farmers obtain the kind of buildings that 
increase farm income. 

Thus, Weyerhaeuser is helping to meet a 
dual challenge—to produce the best in lum- 
ber products from our forests on a timber 
crop basis—and to search continuously for 
ways and means to help lumber serve its 
users more efficiently and economically. 

Our business is that of making lumber a 
better product for everyone—and the lum- 
ber business a better business. 


_ WEYERHAEUSER 4-SQUARE 


LUMBER AND SERVICES 
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GREATEST 
YEAR IN LUMITE 
HISTORY 


Amazing New Plastic 
Sereening Selling Faster Than 
Ever Before, Because It’s 
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Be sure you have plenty of LUMITE screening in 
stock to take care of the huge demand that has 
been built up for this miracle screen that is GUAR- 
ANTEED never to rust or corrode ... that has greater 
impact strength than any other type screening ... 
that never stains paint under windows . . . that 
never needs painting. 












































Order LUMITE from your Hardware, Woodwork or Building 
Supply Wholesalers, LUMITE DIVISION, Chicopee Manufactur- 
ing Corporation, 47 Worth Street, New York 13, N. Y. 


*® 





















































Woven of saran 
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“I am an old subscriber and expect to <untinue 
to be one” 

To the Editor: I cannot give the exact date when I 
first subscribed for the AMERICAN LUMBERMAN, but I 
purchased a sawmill in November, 1914, and very 
shortly thereafter, within three or four months or 
so, became a subscriber to the AMERICAN LUMBERMAN, 
and have continued to be one since that time. I do not 
have any visible proof of the exact date when I sub- 
scribed for a portion of my old records was destroyed 
in 1937 by fire. However, I am enclosing herewith a 
stub indicating that I renewed my subscription March 
19, 1923. While this will be too late for the September 
11 issue, just wanted to let you know I am an old sub- 
scriber and expect to continue to be one while I remain 
active in sawmill and lumber operations because of the 
knowledge I obtain from your valuable publication.— 
ALVAH STRONG, Strong’s Mill, Garfield, Wash. 


“Outstanding, Worthy of Thorough Reading" 
To the Editor: Speaking for myself and my entire or- 
ganization, I want to express our deepest thanks and 
appreciation to the staff of your fine publication for the 
very nice article in your August issue on our activities 
in Laredo. 

The many congratulatory messages we have received 
from our lumber friends throughout the nation attest 
to the high esteem in which your periodical is held 
by the industry in general. 

This bears out the fact that of all trade publications 
received by lumbermen yours is singled out as out- 
standing-and worthy of thorough reading. No other 
fact could be of more credit to any publication that 
is devoted to a particular industry—ISLA HERRING, 
president, Herring-Price Lumber Company, Laredo, 
Tex. 








Plywood Processed from Logs in Two Hours 

To the Editor: Governor Dewey visited Sweet 
Home and we got a good picture of him on a load 
of Douglas Fir peeler logs. The two 42 ft. logs on 
this load exceeded 7,500 ft. At 2:30, after he left, we 
dumped _ these - 
two logs into 
our pond, im- 
mediately 
drag - sawed 
them into 8 ft. 
lengths, peeled 
them on our 
large rotary 
lathe, clipped was 
out major de- al a 
fects, patched the face stock, dried the veneer to a 
moisture content of less than 3%, then glued it 
into 34” So28 plywood with phenolic resin water-proof 
glue. The 48 by 96” panels were then put through 
the trim and equalizer saws, sanded on both sides 
and cut up into sample sizes. 

I personally followed the product of these logs 
through the plant and was able to attest to the fact 
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Light, snug contact between sash 
and weatherstrip af all times, no 
stick, no dust, no draft. 
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Sash may be removed easily and 
quickly without loosening or re- 
moving the weatherstrip. 








; Superior Unit Wood Windows * Bilt-Well Combination Doors © Gli-dor Cabinets ; 

$ Bilt-Well Interior Doors $ Bilt-Well Louvres and $ Bilt-Well Medicine Cabinets - 

. Bilt-Well Exterior Doors : Gable Sash : Bilt-Well Ironing Board Cabinets . 
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Today’s decorative trend ts deti- 
nitely towards COLOR. Startling colors, 
vibrant colors, modern colors. And here in 


Elliott’s unusual Prokraft Deeptone line 
you'll find the perfect answer to chis demand. 


Comprising 12 breath-taking basic colors, 
Deeptone provides numerous letdowns (vari- 
ations) that give you unlimited beautiful flat 
colors for your customers 


Prokraft Deeptone gives professional painters 
the wide range of flat colors they are seeking. 
It gives builders and contractors the almost 
limitless color variations so important in sell- 
ing. It enables you to meet the demand from 
home owners for the right color for virtually 
every decorative scheme. 


The Prokraft Deeptone Color Chart will 
prove at a glance that Elliott has again pro- 
duced the leading line of its kind .. . the line 
that you should carry 


The 12 basic Deeptone colors answer today’s 
popular demand for deeper colors. Unlimited 
variations can be produced by mixing or 
tinting. 


A copy of this Deeptone Color Chart is 
yours for the asking. Use the convenient 
coupon below to secure your copy 
without delay. 

— | mee 
Elliott Paint & Varnish Co. 
4525 W. Fifth Avenue 
Chicago, Illinois 









Please mail my copy of the Prokraft Deeptone Flat 
Color Chart 


NAME 





ADDRESS 














MANUFACTURED EXCLUSIVELY BY 
* 2 — 
Ellictt Paint sx Varnish Cc 


4525 FIFTH AVENUE, CHICAGO 24, ILLINOIS 




























that the plywood was made from the same logs as 
shown in the photograph, prints of which were ready 
at 4:30, and the samples were ready at 4:30 p. m. 
We sent some of the photos and some of the samples 
by special messenger to Eugene, Ore., where the Govy- 
ernor was having dinner at 6:30 and they reached 
him during the dinner hour. He stated that he was 
amazed at the results—FRANKLIN A. HOFHEINS, 
Oregon Plywood Corp., Sweet Home, Ore. 


Youngest Lumber Salesman 


To the Editor: On August 4, 1943, we received a letter 
from you relative to a story which you ran in your 
magazine about Peter Rosenstein on page 22 in your 
issue of January 28, 1939. 


(The letter, written by Robert McConologue, who 
worked for the Freeport Lumber Co., follows: I believe 
I have found the youngest lumber salesman (age 4) in 
the industry. His name is Peter and he is the son of 
Herman Rosenstein of the Freeport Lumber Co. When 
a house was being built on the street on which the lad 
lives, the youngster approached the builder, Joseph B. 
McCarthy and volunteered the information that his Dad 
had the best lumber and knew more about lumber than 
anybody else, leaving the inference that his Dad’s yard 
was the place to buy it. The builder’s sense of humor 
was aroused and he asked the boy where he lived, then 
went to his home and told the child’s mother about the 
incident, asking the name of the lumber yard conducted 
by his father. Very soon a representative of the Free- 
port Lumber Co. called on Mr. McCarthy who promptly 
asserted that he would give the yard his order only if 
Peter got the commission—which he did.) 


I thought possibly you would be further interested 
in Peter’s development to date. He has definitely gone 
into the building business and enclosed you will find 
a snapshot picture of the house which he built and 
supervised and which is now fully completed. He is 
still our top salesman, and although he attends 
Columbia Military Academy at Columbia, Tenn., he 
corresponds with his customers by mail, taking care 
of their wants, and he is carried on our books the 
same as any other commission man on the sales that 
come in from his customers. 




























While attending school at Columbia he has made it 
his business to visit during the week-ends various 
mills throughout Tennessee and has located for us and 
found new sources for many items of lumber which 
we were unable to get. 

He has now reached the ripe old age of 14, and while 
he was home during this vacation, an uncle of his, 
Jack C. Rosenstein, who runs the Freeport Lumber 
Company, was compelled to take over an unfinished 
house, and Peter ventured to complete this house for 
him, getting all the contractors lined up for the vari- 
ous works and expects to have this work in progress, 
payments, etc., arranged for the work to be done be- 
fore he goes back to school—HERMAN ROSEN- 
STEIN—Wood-Ply Corporation, Freeport, Long 
Island. 
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WASHINGTON 


HOUSING STARTS, according to the Bureau of 
Labor Statistics, were 522,700 in the first eight 
months of last year. This year, for the correspond- 
ing period, they were 646,100; an increase of 24 
percent. Much of the expansion is due to the 
larger number of units of a rental type, this year. 
During the first five months in ‘48 one out of five 
units came under the rental type; compared with 
one out of ten in ‘47. 

NUMBER OF STARTS, while larger this year than 
last, has been slowly declining. From April to 
August of last year, the monthly number rose 
steadily from 67,100 to 86,300. This year, the April 
figure was 98,800, the July figure 94,000, the August 
figure 83,000. This is 3,300 below the starts of 
August, 1947, and 11,000 below those of July, 1948. 
Last year, from January to October inclusive, the 
curve rose. This year, from April to August, it 
declined. 

CONTINUING DOWNWARD TREND? Analysts 
think not. The marked decline has been in Califor- 
nia and Texas, following a period of very high ac- 
tivity. Supply in those States seems to have taken 
the edge off demand. But the country is still a 
couple of million houses short of being even with 
the board, to say nothing of the new families that 
are looking for homes. The experts look for big 
construction volume through 1949. 

HIGH PRICES are a problem to the industry; for 
not all would-be householders have the needed cash 
or credit. The Federal Reserve says 36 percent of 
home owners have large liabilities and small 
fiscal reserves. They make out if there’s no jiggling 
of the economic go-devil. House construction is ex- 
pected to roll along; but it's important for this indus- 
try to watch ALL the fiscal and industrial high-wire 
stuff. 

GOVERNMENT SPENDING: A favorite whipping 
boy; and of course useless expenditure ought to be 
cut out. But have a look. In ‘29, a year nobody 
wants back, Federal expenditures were 4 percent of 
the national income. In ‘39 they stood at 13 per- 
cent. This year they're 18 per cent. The rise has to 
stop somewhere. But suggest to a banker that we 
go back to that 4 percent of ‘29. A split second 
later, you'll find him under the bed. 


HIGH LEVELS of business, alias the boom, have 
een maintained these last two or three years by 
veterans’ bonuses, relief and rehabilitation exports, 
rearmament and such like. Without these things, 
the boom would have done a Brodie more than a 
year ago. The experts think that with careful han- 
dling the business community can make it to the 
Land of Beulah. 
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UNCLE’S SPENDING may become more plausible, 
we hope, but it isn’t likely to decline much in size. 
Events decide the size and kind of expenditures. 
Armament building will continue; including the re- 
armament of our friends in Europe. Republicans 
will send more help to China. So the analysts pre- 
dict that American production, including steel, lum- 
ber and cement, will stay at high levels; will keep 
plants and labor at work. 


COUNCIL OF ECONOMIC ADVISERS, long jit- 
tery about the boom, now holds there’s a good 
chance of coming through without serious trouble. 
The Advisers point out that speculation hasn't got- 
ten out of hand and that corporations have followed 
rather careful dividend, credit and inventory poli- 
cies. This looks like continued production and high 
employment. Other experts don’t agree; even pre- 
dict a 25 percent decline in business volume. 


INDUSTRIAL OUTPUT at present, according to the 
Federal Reserve, is recovering from the summer 
slump and at this writing is within two points of the 
first-quarter high; is now 191 as compared with 193. 
Few signs of industry weakness. An open rupture 
with Russia would make a bum of all predictions. 
A stinkin’ business in Berlin and nobody knows the 
future but there's a feeling that it’s not to be a hot 


~ war. 


THE CAPITAL HAS VISITORS; manufacturers, 
wholesalers, bankers, analysts, exporters, insurance 
executives, retailers. You get an idea of the 
urgency back of these calls when you remember 
that most of the visitors expect a political change in 
the town next January. But the Federal Reserve, 
the Treasury, the Department of Commerce, the 
ECA and all the rest have multitudes of earnestly 
inquiring visitors. 


THIS & THAT: Common belief along the Potomac 
is that there'll be a little more inflation in prices 
but not much; also that next year, by natural forces 
or artificial means, there'll be a slow downward 
turn. Production is at the highest point in peace- 
time history, with little chance of increased pro- 
duction; and since production seldom maintains a 
dead level there seems no place to go except down- 
ward. 


INTEREST RATES, still low as compared with 
earlier economic cycles, are not expected to rise 
much higher. High interest rates are a deflationary 
force. Government bonds probably will be held at 
or just above par by the Federal Reserve. Declin- 
ing Federal bonds are an inflationary force. Rents 
are generally rising. 
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BENNETT 


BENNETT THE BENNETT wine 


ASH DUMP 


ceed or SALES PROVEN 
FIREPLACE SUPPLIES 


Cat. No. C-203. 

The Bennett Dealer enjoys steady demand for our 
line through our continuous National Advertising. 
Bennett Fireplace Supplies are a complete line of 
profitable quality products. It pays to sell Bennett. 


BENNETT 


FIREPLACE UNITS 


The very best for the 
modern weather-tight 
house. Draws fresh air 
from out of doors, heats 
and circulates it through- 

















ALL-ALUMINUM 


“SCREW-TITE” 
CLEANOUT DOOR BENNETT 
Will de. ; 
ine ee Warn ~ “fire 
convenient thumb-screw. 


Crimped masonry wires. FIREPLACE UNITS 


Size 8x8. Cat. No. C-212. 







The post war recirculat- 
ing Unit. Leak-seal flange 
around firebox.Tight-seal 
base. Longer baffles in- 
crease heating efficiency. 
Scnonionanilite Rotary 
or Ratchet control on 







































Damper. Cat. No. C-131. out the house. ; T 

Cat. No. C-121. tum 

4 pet 

BENNETT 

GRATES & LOG DOGS wil 
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BENNETT BENNETT m 

Cat. No. A-501 Heavy Duty. * 
E Deep, R ble Ends. - 

Fp a ESpanslye CAST-IRON DAMPER . 

or ood. . ee ° ' 

A quality damper at competitive prices, - 

selelslelsl sleletsis a'e/7 THROAT DAMPERS Superior casting facilities in our own co) 

PEPEEEEBEEEELZ A Better Damper at Low Cost. Steep foundry enable us to produce this steep = 

| 60° Front slope gives strong sure draft. slope 50° Damper, with interchangeable F 

Structural Steel with sturdy slip-joint Rotary or Ratchet Control feature. wi 

Cat. No, A-503 Cradle Grate. eliminates damage in shipping, handling Cat. No. C-103. th 


Sturdy Coal or Wood Basket. and in use. Cat. No. C-101. 










ul 
Cat. No. A-515 * VC 
Wood Grate. Use ! , 
with or without andirons. 4 REG US & CANADA Pat. OFF: te 
Good outdoor fireplace grate. < 


SAFETY FIREPLACE CURTAINS 


The only Nationally Advertised curtain screen. 

Every fireplace owner is a prospect for Flex- 
| screen. Its own best salesman, a display on 
| your floor will increase your volume on this 
“quality” product. 














Cat. No. A-1451 
Log Dogs for 
Heavy Logs. Protect valuable 
andirons. Ideal for camp or 
outdoor fireplace. 


BENN FTT : RET AND ANG Write now to 1018 Pine St. for 


Catalog and Full Information on the 
& NORWICH, NEW YORK ry 
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GOOD PUBLIC RELATIONS — A KEY OBJECTIVE IN RETAILING 


"Keeping our best foot forward" is always good policy 


That great merchant Marshall Field I said one 
time, “Good will is the one and only asset that com- 
petition cannot undersell or destroy.” 


The essence of good public relations is public good 
will, but it is something more — it is good employe 
relations, good competitor relations, good supplier 
relations ‘and good industry relations. All of these 
are the Public! 


In short, Good Public Relations is good manage- 
ment! 


There are two prime factors in the securement of 
good public relations — 1) Human contacts between 
company personnel and the public [as represented 
by all above classifications], and 2) Information 
which the public hears, reads and sees concerning 
the company. 


Your public relations can rise no higher qualita- 
tively than the personality and character of your 
business as expressed by the actions of yourself and 
your employes in human contacts — in person, by 
telephone, mails, wires and other means of commu- 
nication, 


Secondly, your public relations cannot be better 
quantitatively than the amount of constructive infor- 
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mation people have about your business and your 
industry, together with the number of people who 
have it. 


Every dealer, therefore, should frequently check 
and review (a) the effectiveness of employe actions 
in human contacts — personal, letters, telephone — 
in creating favorable public opinion, and (b) the 
amount, penetration and effectiveness of the adver- 
tising, publicity and informational material flowing 
to the public from your company. 


To revise an old adage to our purpose — he profits 
most who secures (through service) the best public 
relations. 


It is not too late for dealers with good public rela- 
tions programs to enter the National Retail Lumber 
Dealers Association Contest. Details on request. 


EDITOR 
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Complete stocks—clean displays—fair markup—liberal, 
but not loose credit—are the guiding operating rules 
of J. R. Denney, aggressive retailer in New Mexico 


| tae ALAMOGARDO, N. M., only a few miles from 

the scene of the famous White Sands Proving 
Grounds where government research is carried out 
in guided missiles, is Stanley’s, which Carries Every- 
thing for the Builder. 

Stanley’s, managed by J. R. Denney, does a dollar 
volume business far exceeding what might ordinarily 
be expected in a town of 5,000. This business—whole- 
sale and retail—has been geared to handle a tremen- 
dous trading area bounded by El Paso, 85 miles south 
and Albuquerque, 210 miles north. It is not uncom- 
mon to see several trucks in Stanley’s yard from 
towns several hundred miles away. 


SUBSTANTIAL PROFIT EXPLAINED 


STANLEY’S volume last year was $1,305,000, broken 
down by major departments as follows: lumber, $740,- 
000; building materials, $320,000; hardware, $195,000; 
tires, tubes and accessories, $50,000. 

The average markup on major items like paint and 
hardware is 52.50 percent figured at cost. The per- 
centage of net income before taxes to gross sales was 
10.19 percent. Percentage of gross profit to sales was 
18.15 percent. Percentage of total operating expenses 
to gross sales was 8.97 percent. 

“The fact that we show such a very small margin 
of gross profit, a relatively small percentage of net 
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J. R. DENNEY, general manager. 


profit to sales and an extremely low percentage of 
operating expense—all resulting in a very satisfactory 
dollar net profit—is due to the fact that we do a large 
wholesale business in lumber which requires a rela- 
tively small organization,” explains Mr. Denney. 

The basic philosophy of operation of this aggressive 
building materials concern in the southwest is built 
around the following guiding principles: complete 
stocks, clean displays and stockkeeping; quick de 
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fixtures were installed. Wooden floors in the sales- 
room were replaced by asphalt tile and rubber tile in 


livery; personal and efficient service; fair markup 
and liberal, not loose credit. 
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“Because of our isolated area and distance from 
quick replacement sources, we carry as complete a 
selection as possible,” says Mr. Denney. “Our ability 
to maintain good stocks of scarce items—all obtained 
and distributed through legitimate channels, has 
helped us establish a reputation.” 


Stanley’s does not maintain an inventory control 
plan as ordinarily interpreted. Instead, it spends far 
more than the average dealer would consider econom- 
ical for long-distance telephone calls to place special 
orders, and place before suppliers in the most forceful 
and personal manner the importance of handling Stan- 
ley’s orders promptly. 

The success of this overall policy is told in the 
growth of the company from an original capital in- 
vestment of $200,000 to total assets today of $542,000. 
Within the past 12 months Stanley’s has spent more 
than $20,000 refixturing and modernizing its store. 
Illustrations with this article show an attractive ex- 
terior and interior, both designed along the lines of 
progressive merchandising. New wiring and lighting 





CONSUMER shopping is encouraged by 
dozens of counter items. 


the offices. Ceilings were finished with acoustical tile 
board and the entire yard and store buildings were 
repainted. 


“We have proceeded on the old theory that we must 
have what our customers want, when they want it and 
at a price they want to pay,” declared Mr. Denney. 
“We are in very personal contact with a large majority 
of our customers and we know their peculiar needs.” 


MAJOR ITEMS 


HERE are some of Stanley’s major items: lumber 
products, cement and plaster; brick and tile; wood and 
metal sash; doors and windows; paint and glass; 
tools; roofing and shingles; barbed wire; electrical 
wire and fittings; sewer and soil pipe; floor coverings. 

In addition to these major items, the store also 
stocks a complete line of appliances—radios, refriger- 
ators, washers, ironers, vacuum cleaners and a gen- 
eral line of electrical table appliances. With the aid 
of its service department, appliances have paid off 





YARD testifies to a Stanley’s principle: 
clean displays and stockkeeping. 
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ONE of the company’s lift trucks in 
action, E. W. Davis, operator. Trucking 
equipment consists of one pickup; three 
dual-wheel trucks and two trailer rigs 
for. out-of-town lumber and building ma- 
terial deliveries. 








IN THE well-ordered paint department, Sam Murphy makes a 
sale to Marguerite Rodela. 


and the appliance department will be expanded with 
still another nationally-advertised line. 


Convinced that tires, tubes, batteries and a general 
automobile accessory line naturally fitted in with its 
hardware, electrical and appliance lines, Stanley’s 
entered that field within the last 12 months. 


Because of its tremendous sales area, Stanley’s has 
depended almost exclusively on direct mail as an adver- 
tising medium, although institutional ads are placed 
occasionally in the local newspaper. 


THESE key personnel help build sales volume. Left to right, 
C. W. Treadway, tires and appliances; C. E. Haynes, office 
manager; Louise Gates, head bookkeeper; Frank Smith, lumber 
and building materials; George Moore, hardware department. 


DEVELOPING SUBDLVISION 


STANLEY’S has a general license to contract, but 
preference is given to outside contractors wherever 
possible. Stanley’s has one major housing develop- 
ment under way consisting of 110 two-and-three bed- 
room units for families of technicians employed by 
some of the large aircraft manufacturers. It has an 
option on 70 acres of land within Alamogardo city lim- 
its; plans are being mapped for an additional 130 
units to follow the first 110. 


Stanley’s has a management bonus plan for five key 
personnel, all of whom are paid for overtime and 
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receive regular salaries above the average in the avea. 
The bonus schedule is based on annual profit. Paid 
vacations are granted all employes following one vear 
of employment—one week for one year and two weeks 
for two years or more. 


Mr. Denney, active in Rotary and Chamber of Com- 
merce activities, is always alert to represent the in- 
dustry of which he is a part. In the past year he has 
talked before civic groups and taken newspaper space 
to give the public facts on housing prices and building 
material shortages. 


NEAT display of carpenter’s tools. George Moore, salesman, 
is displaying saw to Mr. Andy Lyne, a potential customer. 


TWO of Stanley’s homes under construction. 


ONE home recently completed by Stanley’s. 
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Hoo-Hoo 
Elects 


ROY STANTON dons royal garb after election to the post Snark of the Universe. 
Stanton, in accepting the honor, said, “Ray Saberson, during his regime, has set a 
pace which will be hard to equal and I shall do my best to serve the membership this 


coming year in a manner befitting this high position.” 


West Coast Man to Top Post 


E ROY H. STANTON, president of E. J. Stanton 
and Sons, Inc., of Los Angeles, was elected to head 
the Concatenated Order of Hoo-Hoo in 1949. His 
election climaxed the 57th annual convention of the 
fraternal organization, held this year at the Biltmore 
hotel in Los Angeles. Stanton, in being elected to 
the supreme office of Snark of the Universe, was ele- 
vated from the less exalted rank of Junior Hoo-Hoo. 
Other officers elected at the session were Martin T. 
Wiegand, Washington, D. C., senior Hoo-Hoo; Martin 
J. McDonald, Port Author, Ont., Junior Hoo-Hoo; 
E. W. Kettlety, Chicago, Scrivenoter; Thomas A. Don- 
lin, St. Cloud, Minn., Bojum; Lynn Boyd, Pampa, Tex., 
Jabberwock; W. C. Bell, Seattle, Custocatian; Paul P. 





ROY H. STANTON, SR., president of E. J. Stanton & Son 
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| 
'->., Los Angeles and newly elected Snark of the Universe, 


es with Charles LeMaster, a Seer in the House of Ancients. 


ELIZABETH TAYLOR, M.G.M. star and 
Hoo-Hoo Kitten for 1948, at the annual 
banquet at the Biltmore Bowl. Her es- 
cort is Glenn Davis, former West Point 
football star. 


Bellenger, Jackson, Miss., Arcanoper; and Thomas M. 
Ralston, New York City, Gurdon. 


Delegates, 500 strong, listened to a number of talks 
that stressed the part lumbermen should play, through 
Hoo-Hoo, in strengthening the industry’s place in the 
nation. Fritz Burns, of Kaiser Community Homes 
and past president of the National Association of 
Home Builders, in his address assured the lumbermen 
that the building industry is supporting the effort to 
bring down the cost of home construction. He asked 
for full cooperation in the effort to keep the govern- 
ment out of socialized housing. Bill Bell, chairman of 
the education committee, pointed out that more than 
25 colleges now include courses on lumber and that 
NLMA extension courses are being held in every large 
city. 

Principal speaker at the concluding luncheon session 
was Col. Roswell P. Rosengren, former president of 
the Junior Association of Commerce. Rosengren 
warned that the United States eventually will have to 
reduce its standard of living in order to compete in 
the world trade, as a result of the disintegration of 
the British Empire and the industrialization of Asi- 
atic nations. 


Before adjourning, delegates voted to hold the 1949 
convention at Kansas City, and picked Boston for 
1950. 
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NEW HOUSE 


for OLD | 


Importance of the replacement market will put emphasis on 
creating more desirable houses at lower costs. “Automobile 


industry philosophy” of making the new product so good 
that the public will sacrifice the old suggests the answer 


E ARE NOW engaged in a 

great building boom. The 
rate of home construction is close 
to the best years of the Twenties. 
This article is intended to give 
some idea of how long the boom will 
last and why the industry must be- 
gin to look to the replacement mar- 
ket as an increasing source of 
business. 

A building boom is generated by 
factors that have to do with peo- 
ple.. It is made operative and main- 
tained by factors that have to do 
with money. Thus, people and 
money make or break the great 


upswings of the building cycle. 


PENTUP DEMAND 

THE present upswing in home 
building was preceded by great 
surges of the demographic tide; 
that is, of those factors that have 
to do with people. As late as 1941, 
the best estimates were that the 
population of the United States 
would increase by only a little over 
8,000,000 in the decade 1940 to 
1950. Today, we know that the 
increase will be considerably over 
14,000,000. The number of mar- 
riages, and therefore family for- 
mation, rose in 1947 to the high- 
est level in our history. The num- 
ber of births from 1941 to 1947 
was at least 5,000,000 more than 
could be predicted from the trend 
of 1935 to 1940, and, as is well 
known to all realtors, additions 
to the family often flash a latent 
craving for a larger or better home 
into active demand. 

All these demographic factors— 
marriages, family formation and 
births—were severely affected by 
the long depression of the Thirties. 
Huge backlogs accumulated and, 
with the rise of emotional factors 
born of the war and the unprece- 
denteed advance of national in- 
come, marriages and births sky- 
rocketed and quickly expressed 


themselves as active commercial 
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W. C. Bober is chief economist for the 


Johns-Manville Corporation and a contribu- — 


tor to the pages of AMERICAN LUMBER- 
MAN & BUILDING PRODUCTS MERCHAN- 
DISER, and other trade publications. The 
editors believe the views expressed on these 
pages are vital reading for everyone whose 
livelihood stems from the home building 
industry. 





demand for housing. The war, 
however, forced us to suspend nor- 
mal homebuilding for four full 
years. Hence, after V-J day, ex- 
cessive demand confronted reduced 
supply. Inevitably, building costs 
and prices rose. 


BACKLOGS DISAPPEAR 


BuT backlogs never last. Gradu- 
ally they are worked off until we 
one day realize that they have dis- 


appeared. Backlogs of family for-. 


mations and births are no different 
in that respect from ordinary com- 
mercial backlogs. According to es- 
timates of the Bureau of Census, 
an all time peak in the number of 
new families formed was reached 
in 1947, with a total of 1,050,000 
new families. This means that for 
the year 1947 there was at least 
a theoretical demand, assuming no 
doubling up, of over 1,000,000 new 
homes entirely for the purpose of 
housing the increase in families. 
This figure, of course, makes no 
allowance for homes needed to re- 
place those destroyed by fire, 
calamity and demolition, nor for 
additional homes required to pro- 
vide a normal vacancy ratio. Thus, 
it is obvious that the housing de- 
mand of 1947 resulting solely from 
family increase was not only un- 
precedented but considerably in 
excess of the additions to the hous- 
ing supply as represented by the 
approximately 850,000 new homes 
started last year. 
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We must remember, however, 
that the huge volume of family for- 
mation in 1947 was highly abnor- 
mal. It was the sum of a much 
lower normal rate plus a _ huge 
drawing on the backlog. As a con- 
sequence, the backlog has now 
shrunk materially. According to 
the Census estimates, the number 
of new families formed will fall 
from about 1,050,000 in 1947 to 
675,000 in 1948, and to the practi- 
cally normal level of 400,000 in 
1949. That level will hold through 
about 1955. 

Thereafter the number of new 
families formed each year will fall 
to an even lower level. This be- 
comes obvious when we remember 
something very important that 
happened in the depression. The 
average age of the young man who 
gets married is about 25. In 1956 
to 1960, the man aged 25 will have 
been born in the period of 1931 to 
1935. These were the depression 
years when the birthrate was se- 
verely reduced as compared with 
previous decades and with the war 
and immediate postwar years. 
Hence, in the period 1955 to 1960, 
there will be absent from the home 
market a good many young people 
for the reason they were not born. 
This period is not far ahead. 


PEAK IS PAST 


CENSUS estimates indicate that 
new family formation will there- 
fore fall from the unprecedented 
peak of 1947 to a much lower figure 
in 1948 and then over a period of 
about 10 years to a level not much 
over one-third of the 1947 peak. in 
this estimate, the Census Bureau 
may be underestimating and giv- 
ing inadequate weight to the effects 
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of very high national income and 
ample employment which may or 
may not last through to the period 
1955 to 1960. 

Nevertheless, the Census Bureau 
estimates of trends are funda- 
mentally correct. It is clear that 
those factors which are concerned 
with people, and which represent 
one major foundation of the build- 
ing boom are already over the peak. 
The marriage flood and the birth 
flood are definitely receding. In 
that respect, the tide on which the 
building boom rests is already go- 
ing out. 

Faced by inexorable demo- 
graphic facts—best symbolized by 
a coming decline in new family 
formation of possibly 65 percent 
in about 10 years—what should 
the home building industry do? 
The real emergency need for new 
homes should be satisfied by the 
end of this year. The backlogs 
will have disappeared in a few 
more years. The demand for con- 
struction to make good destroyed 
and demolished homes and to pro- 
vide a normal vacancy ratio is im- 
portant but not a big enough fac- 
tor to take up future slack mar- 
kets. Obviously, after the back- 
logs have ceased to exist, a pros- 
perous home building industry can- 
not rest solely on normal and, af- 
ter a time, subnormal new family 
formation. 

THE ANSWER 


THE obvious answer is that we 
must develop a replacement mar- 
ket. We must cash in on the level 
of national income and _ living 
Standards that have been perma- 
nently raised as the result of the 
enormous economic and productive 
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T!\E imperative need to develop the replacement market in homes is shown graphically 
b» this ehart. New house demands by newly formed family units will drop drastically 





TO TAP the full potential of the replacement market, the suppliers, dealers and build- 

ers must plan now to create better houses at lower costs. Many owners can be tempted 

into giving up their old homes for new ones if they can buy a better standard of living 
at a fair price. 


advances during the war and post- 
war years. We must develop an 
automobile-industry philosophy. 
For years, although almost every 
family in the country had some 
sort of car, the automobile industry 
poured out an endless stream of 
new cars off its assembly lines. It 
did not base its market for new 
cars on the trivial number of about 
400,000 new families annually. In 
1941, it made and sold 5,000,000 
new cars. It achieved this strik- 
ing success in the market by con- 
tinually turning out a better prod- 
uct at a price that millions were 
willing to pay. Year after year 
it made a new car so desirable that 
great numbers of people were will- 
ing to take a loss on the old one 
for the sake of owning a new 
product. There is a great lesson 
in this achievement. 





from the 1947 all-time peak and continue to fall in the foreseeable future. 
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It is not possible for us to in- 
duce people to change from an old 
to a new house every three years 
or so. But it is entirely practicable 
to induce great numbers of Ameri- 
cans to take a loss on a home they 
have lived in for years if we can 
offer them sdémething far more 
modern and desirable and at a 
satisfactory price. It is also pos- 
sible to sell great numbers of 
mature people a more modern and 
smaller home -after the children 
have left. This will become highly 
important as the older age groups 
continue to increase numerically 
much faster than the population as 
a whole—a definite trend now that 
the number of births is again ebb- 
ing. 

That a replacement market is al- 
ready under way is clear from a 
highly significant figure from the 
Federal Reserve Board’s Survey of 
Consumer Finances. Three-fourths 
of the prospective demand for total 
houses in 1948 comes from spending 
units that did not own homes. But 
one-fourth of the prospective buy- 
ers are present home _ owners. 
That is a significant point. That 
great numbers of families are 
willing to consider taking a loss 
on their old homes for the sake of 
a better one is inherent in the fol- 
lowing set of figures: In 1935-36 
only a little over nine percent of 
all non-farm families received over 
$3,000 a year. -In 1947, 49 percent 
of all non-rural families received 
over $3,000 a year. 

It is the replacement market, 
properly developed and based on 
increased family income, that can 
become the home building indus- 
try’s mainstay in years to come. 
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| THE west wall of the store just as 

it was built two years ago. There 
are good layout and merchandising ideas 
here. (Count them and then compare 
with the list in the text.) Trouble is the 
open shelves and warehouse appearance 
detracts from any effort to highlight cer- 
tain products. It’s impossible to get 

cleancut, bright appearance. 


A New Store Is No 
Ticket to the Gravy Train 


The belief has grown up that a slick new store means vast 
new sales — Period! Let's analyze how that reasoning works 


out in the light of experience 


HE TREND to streamlined 
consumer stores in the retail 
building material field is good. 
But because successful stores are 
featured in the trade press, and be- 
cause almost any new store can be 
successful in a seller’s market, the 
idea seems to be growing that a 


spanking new, attractive store will 
answer every man’s dream for 
more sales and more profits. 

Many a dealer has been given 
the idea that attractiveness, 
streamlining, and fluorescent lights 
are the key factors in new store 
design. And that is so far from 
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the truth. A new store should be 
designed to entice the prospective 
customer inside the door where he 
can see, handle and buy the goods 
that are being sold. 

Here AL&BPM is going to show 
you just exactly how one dealer got 
off on the wrong foot, what he did 
wrong, what he did right, and how 
he is now changing his original 
store and selling plan to make basic 
merchandising sense. 

Two years ago Luzerne Lumber 
Company, Luzerne, Pa., decided to 
take the big plunge by erecting a 
brand new consumer type store. 
The result was attractive, stream- 
lined, and it had fluorescent lights. 
But the management, once emersed 
in consumer selling, began to see 
that all is not gold that glitters. 
Sure enough, the new store 
brought in increased sales. Women 
came now to buy paint and stoves 
and kitchen cabinets and household 
supplies instead of going to the ap- 
pliance and hardware stores. Peo- 
ple started coming from a much 
wider trading area to buy at the 
new store. But these people also 
demanded a different type of selling 
and a different type of service 
than the contractor-builder and 
the house owner, who were used 
to buying their building materials 
in the old type lumber yard. The 
new type customer brought his 
buying habits along from the mer- 
chandising stores down on main 
street. He, and she, were accus- 
tomed to the tricks of consumer 


3 FLOOR layout is all-important in 

the consumer type store. This draw- 

ing shows new store as built. Counter 

and office space up front reflects ol 

style lumber yard practice. But it takes 

up space that should be used for disp!ay 
of goods for sale. 
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selling, and it takes those tricks 
to make real customers out of 
mere shoppers. 
HIRES MERCHANDISER 

LUZERNE LUMBER Company man- 
agement saw this shift in the wind, 
at once made a smart move. They 
went out in the consumer field and 
hired Leonard Cawley, a consumer 
merchandising man. Cawley found 
a fine appearing store that was 
bringing in prospects. He also saw, 
in the light of his merchandising 
experience, places where changed 
layout and changed selling and 
servicing plans could entice the 
prospects to buy more goods, to 
become steady customers when sell- 
ing again became competitive. 

The accompanying drawing 
(number 3) shows the store layout 
as Cawley found it. Drawing 
(number 4) indicates the revision 
in floor plan that Cawley envisions 
on the basis of his practical mer- 
chandising experience. The idea 
is simple—to get the goods up 
front where the prospects have to 
see it, be tempted to look at it 
and buy it, while on the way to 
the counter. The more goods the 
prospect has a first-hand, brushing 
acquaintance with, the better the 
chance he will buy something more 
in addition to what he came to buy. 
That’s merchandising. That’s the 
reason for building a new store. 

Now take photographs (1) and 
(2), picturing opposite sides of the 
store. The pictures illustrate an 
other side of the problem. Don’t 
clutter up your merchandise in 
such bulk that it becomes confus- 


2 THIS side of new store originally looked much like west wall still looks. But 

see now how elimination of shelving, and use of tiered island displays gives 

bright, open appearance. It is now possible to make specific items stand out and 
attract the eye. Notice how the clocks and pictures on the wall do just this. 


ing. Photo number (1) shows the 
west side of the store as built. 
Photograph number (2) shows the 
east wall as Cawley redesigned 
it. By careful, painstaking work, 
backed by merchandising know- 
how, he has packed a lot of differ- 
ent items into the space. But by 
doing away with storage shelves, 
by separating and highlighting 
items, by a studied informality in 
the placing of display pieces, he has 
attained a sales area that draws 
prospects. It interests them in 
particular products, invites them 
to study and feel those products, 


THIS drawing shows way floor plan should have been laid out. Consumer selling 

requires that customers have brushing acquaintance with as many products as 

possible while they are in the store. It is “on the spot” purchases that build sales 
volume and profits. 
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and focuses their attention on those 
products. In other words the dis- 
plays do a good share of the selling 
job. The salesman in many cases 
can step in and consummate the 
sale from an advanced point. That’s 
merchandising. That’s the reason 
for building a new store. 


TOO CROWDED 

Now take photo number (1), the 
west wall of the new store as origi- 
nally built. There are lots of good 
merchandising ideas in this pic- 
ture. The banked display of saws 
and tools is good. So are the mod- 
ern even lighting, the island dis- 
plays, which let the customers get 
close to products. So too is the 
cash register which departmental- 
izes the section. But look how 
the good ideas get lost in the 
shuffle. How much more effective 
the tool display would be if it were 
highlighted alone on the wall the 
way the pictures and clocks are in 
photo number (2). How much bet- 
ter if those shelves were closed in 
with knotty pine doors to get away 
from the storage warehouse ap- 
pearance and make the displays 
stand out. The same applies to 
the cluttered looking display 
islands. Imagine the bottoms 
closed in and the tops tiered up so 
that items stood out and beckoned 
to the customer to come over and 
investigate. That would be mer- 
chandising with a purpose, and the 
change-over in this part of the 
store is one of the next jobs that 
Cawley has in mind. 


WATCH FLOOR PLAN 
Now let’s go back to drawing 
(number 3) and see how faulty de- 
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HERE are products that should be prominently displayed at the front of the store, 
Instead they must be relegated to the back room because office space takes display area, 
Proper floor planning is essential in merchandising type store. 


HERE’S that counter and office—butting out into the display area like a sore thumb. 
Luzerne Lumber company management foresees moving counter and office to the back, 
more products up front where customers can see them, be tempted to buy. 


sign puts the hex on products such 
as those pictured in photo number 
(5). Looking at the photo we see 
items that the home owner and the 
housewife buy right along. They’re 
good solid items: ash cans, pails, 
garbage cans, kitchen work chairs 
and stools. But they are relegated 
to the back room because the orig- 
inal design placed the office work 
space at the front of the store 
where these items rightfully should 
be on display. In itself, there is 
nothing wrong with the display in 
photo: (5). It is attractive, neat 
and has fluorscent lighting. But 
what price the display if your cus- 
tomers don’t see it? Very few of 
your consumer customers are going 
of their own free will into the back 
room behind the office space. The 
main street merchandishers have 
taught them that the merchandise 
is out front, that the back room 
is a stock room where the customer 
is not expected to go. That’s a 
buying habit nobody is going to 
change, because it is based on the 
sound premise that the prospect 
will buy goods attractively dis- 
played and put out where he can 
see them. 

In this store the paint depart- 
ment is relegated to the other back 
corner—behind the office’ space. 
Until such time as the office space 
can be moved to the back, and the 
paint and other items can be moved 
up front where they should be, 
Cawley is using various stunts to 
get customers into the back room 
departments. He has, for instance, 
moved the nails out of the hard- 
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ware department and back along- 
side the paints. That gives the 
salesmen an excuse to take the cus- 
tomer back into the paint depart- 
ment while filling an order for 
nails. Judicious mixing of prod- 
ucts in this way can help over- 
come poor arrangement. Another 
trick is the use of catchy traffic 
signs to direct traffic to backroom 
display areas. But any such sys- 
tem of merchandising is makeshift 
compared to getting the merchan- 
dise out front where the customer 
can handle it and look at it. 


CUSTOMERS DEMAND 


So MUCH for the general require- 
ments of store layout as indicated 
in this case history. Let us now 
take a look at what consumer mer- 
chandising demands as it affects 
the sales approach to the customer. 
The builder-home owner type of 
customer had, over the years, been 
taught to accept the lumber yard 
method of selling. He doesn’t mind 
the old fashioned office, he’ll find 
his way into the back room and 
out to the lumber shed, and he’ll 
tie a few pieces of lumber on the 
side of his car. But when adver- 
tising and appearance brought the 
consumer customer to their new 
store, the management at Luzerne 
Lumber Company found they had a 
different sort of animal by the tail. 
This customer wanted service in 
the form of quality comparisons, 
prompt deliveries, information on 
use of the product. He wanted to 
know if this shade is better than 


that and does it match the kitchen 
curtains. Such selling is work, it 
takes time, and many times it may 
be exasperating. 


Often the salesman spends half 
an hour and ends up with a two 
or three dollar sale. But there are 
two advantages about this type of 
business when it is properly de- 
veloped. The customer does not 
demand a discount because he has 
had a bill of material priced 
cheaper someplace else, and, when 
the first sale is well made, the busi- 
ness becomes repeat and repeat and 
repeat. It is the type of business 
that leads from a can of paint to 
material for a fence to a new house 
job. Because it is built on confi- 
dence and service. 


Willard John Sr., the president, 
and Willard John Jr., the manager, 
have shown progressive manage- 
ment in the way they have han- 
dled their store problems at 
Luzerne. 


A number of other retail owners 
have built new stores without 
proper regard for the intricate de- 
tails of consumer merchandising. 
When business did not live up to 
expectations, they have let their 
stores run downhill toward the old 
time retail lumber yard operation. 


Not so the Johns. They are 
searching out the methods and the 
details that make modern merchan- 
dising click. They have already 
proved to themselves that the idea 
brings expanding, profitable busi- 
ness. Now they are rounding off 
the rough edges to be ready for 
whatever competition the buye1’s 
market may bring. 
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Dealers Set All-Time Dollar 
Volume Record 


Retail peak 24 percent ahead of same three-quarter 
period last year. AL&BPM reaches new circulation 


BY 62 Billion lars | 
947 


FOR every dollar spent in retail yards 

in 1947, $1.30 will be spent this year. 

Retail lumber and building material 

outlets will move 6.2 billion dollars 

worth of materials this year, an all- 

time record, (U. S. Census Bureau 
Estimate). 


Sallie 


26 Billion Dollars 


947 


19.8 Billion Dollars 


FOR each construction dollar spent 
in 1947, $1.33 will be spent this year. 
Construction dollar volume in 1948 
will reach 26 billion, an all-time rec- 
ord by 33%. Records also will be set 
in residential and farm construction. 
(U. S. Commerce Department esti- 
mates.) 
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NINE dealers now subscribe to 
AL&BPM for every eight who sub- 
scribed in 1947. Trade papers serving 
retail building materials dealers now 
reach a record audience. AL&BPM 
has the largest dealer audience ever 
to read a single publication in its field. 


G48 Tete Pages in9 Months 
47 Pages in 9 Months 


A':VERTISERS now are directing 
mere display pages to the building 
m.terial field through its trade papers 
thon ever before. AL&BPM carried 
1.13 display advertising pages in the 
fi: t three quarters of this year for a 
nv record for trade papers in this 
fic'd. This surpassed AL&BPM’s pre- 
vious high in 1947 by 18.5%. 
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and advertising high 


EVER BEFORE has the retail 
lumber and building materials 
dealer held such a paramount posi- 
tion in his community as now as is 
evidenced by: 

1) The dollar volume of building 
materials flowing through retail 
lumber dealer channels is the high- 
est in history by 24 percent and this 


.. increase has been greater propor- 


tionately than in other lines of 
business. 

2) Dollar volume of construction 
for -1948 is 34% higher than in the 
best previous year and the number 
of new residential units completed 
this year may exceed the best pre- 
vious year, 1925. 

Leading dealers informally in- 
terviewed recently agree that their 
positions relative to competitive 
business are better than ever be- 
fore. They cite as reasons not only 
increased interest in construction 
but a widening of the lines which 
they handle. 

With increased competition be- 
coming more apparent, most dealers 
are beginning to think in terms of 
better merchandising and more ef- 
ficient sales methods as their next 
big problems. One evidence of this 
is in greater interest in the trade 
papers which serve them. 

During the 12-month period end- 
ing June 30, 1948, the number of 
subscribers to American Lumber- 
man & Building Products Merchan- 
diser increased by 11.6% to an all- 
time high of 21,287. The number 
of retail dealers subscribing in- 
creased by 13.7% to an all-time 
high of 17,439. 

Increased dependence upon 
American Lumberman & Building 
Products Merchandiser for guid- 
ance has allowed this publication 
not only to outstrip all competitors 
in the trade paper field but to set 
records in circulation and advertis- 
ing volume never before attained 
by a trade publication serving the 
retail lumber and building ma- 
terials dealer, 


American Lumberman & Build- 
ing Products Merchandiser now 


serves the greatest number of re- 
tail building materials dealers ever 
assembled in one audience. This 
publication’s. one-year growth was 
44% greater in retail dealers than 
that of the average of all national 


‘publications serving the retail lum- 


ber and building materials dealer. 


This unprecedented interest in 
trade publications would indicate 
that the general level of merchan- 
dising quality of retail dealers is 
rising. Surveys over the years 
have shown that only top level deal- 
ers will subscribe to and profit by 
business publications. 


Manufacturers are keeping pace 
with the business trend by placing 
an unprecedented volume of adver- 
tising in trade papers serving re- 
tail dealers to keep dealers con- 
stantly advised of their products, 
services and markets. 


In the first nine months of this 
year manufacturers placed 14% 
more pages of advertising in trade 
publications serving. retail lumber 
dealers than ever before, a record 
total of 2,788 pages! This is ahead 
of the general trend of business 
paper advertising which was up 
only 00.6% over the best previous 
year, 1947. 


Again American Lumberman & 
Building Products Merchandiser 
led the way, showing an increase 
of 18.5% over the first nine months 
of 1947 for a total of 1,403 pages 
of display advertising. 

Editorial service to readers 
through American Lumberman 
Building Products Merchandiser 
also is at an all-time high level. 
Its editors have produced the great- 
est number of editorial pages dur- 
ing the first nine months of 1948 
ever to appear in a publication 
serving retail building material 
merchants in a 9-month period. 

Reader reaction also has been at 
an all-time high as is evidenced by 
a record volume of correspondence - 
from readers and an unprecedented 
volume of requests for reprints of 
articles. 
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uilding Material 


Center 


Louisiana building products merchant opens new center fea- 
turing nationally known products and packaged selling that 
delivers the completed building to the customer. Thirty-six 
years experience proves his ideas practical and profitable 


THE TOWN of Bunkie in central Louisiana E. E. 
Rabalais & Son recently opened to the public a 
new Building Materials Center that is modern in de- 
sign and reflects a maximum of customer appeal both 
inside and out. The project features large show win- 
dows, plentiful customer parking space, and well de- 
signed, efficient displays of nationally advertised and 
proved merchandise. ‘ 

The center is the culmination of 36 years of consist- 
ent growth through sound business policies. The com- 
pany was founded in 1912 by E. E. Rabalais, the pres- 
ent senior partner. His son, James E., joined him in 
business after graduating from the state university 
where he studied drafting and engineering. Since 
that time he has handled the drafting and estimating 
of all types of construction from single family frame 
dwellings to large industrial buildings. ~ 


DOES CONTRACTING 


THE company operates a general contracting depart- 
ment in conjunction with the Building Materials Cen- 
ter. It is equipped to design, supply the materials for, 
and build any type or size of building. It operates, 
in fact, a one-stop, packaged selling business that de- 
livers a completed, ready-to-occupy building to the 
customer. It is an example of the type of customer 
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service that many leaders in the building materials 
industry are confident will become common practice in 
the future. 


The company believes in selling nationally adver- 
tised, quality merchandise. This type of merchandise 
gives the firm the benefit of the manufacturers’ repu- 
tation, advertising and selling aids, as well as guaral- 
teeing the customer quality products. Such products 
have always resulted in repeat business because they 
give value and long term satisfaction. 


The new Center is designed to take full advantage 
of the company’s progressive merchandising and pack- 
age selling policies. 


CONVENIENT LOADING 


BESIDES providing customer parking space, the ex- 
terior is laid out with a driveway that circles the 
building. This driveway gives direct access to the 
loading platforms in the warehouse so that truck pick- 
ups can be made with a minimum of backing and 
turning. 


A separate warehouse is provided for the storage 
of masonry products and roofing. 


The interior of the store reflects the most moder? 
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store design ideas. Products displays are sectionalized 
to highlight individual lines of merchandise. The 
island counters for floor displays were built in the 
Rabalais millwork shop. They are portable so that in- 
terior appearance can be modified from time to time. 


Since the exterior photograph was taken, an en- 
trance canopy and a Sherwin-Williams neon sign have 
been raised at the left front corner of the building. 


RADIO COVERAGE 


THE grand opening of the new Building Materials 
Center was well publicized. Of particular interest is 
the fact that the local radio station set up equipment 
in the store and broadcast the ceremonies throughout 
the entire trade area. 


THE INTERIOR of the new modern and 

attractive store. Wall and island displays 

were made in the company’s own mill- 

wor shop. They feature nationally ad- 
vertised products. 
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E. E. RABALAIS, founder and senior 
member of the firm, and his son, James 
E. Rabalais. The father still works long 
hours despite his many years in the busi- 
ness. James Rabalais takes care of the 
drafting and estimating for the general 
contracting department. 


THIS INTERIOR view includes the hard- 
ware display. It is typical of the mer- 
chandising methods that sell products 
properly presented. In the background, 
radio engineers are shown setting up 
equipment to broadcast the grand open- 
ing. This is publicity outlet other deal- 
ers might well consider when opening a 
new store. 








Self-Service—Effective Displays—Complete Stock 
Responsible for Consistent Volume Increase 
By State of Washington Retailer. 





“Vhevce- Potut 
MERCHANDISING PROGRAM 


[N A CITY as comparatively youthful as Tacoma, 

Wash., a business which has survived a sufficient 
length of time to acquire the status of an institution, 
is something of a rarity. The Gray Lumber Co. of 
that city is one of the select Tacoma firms to achieve 
such a distinction and still retain its youthful eco- 
nomic vigor. 


Since its establishment in 1910 by Claude F. Gray, 
the firm has shown a gradual and consistent year-by- 
year increase of 8 to 10 per cent over each preceding 
year’s volume of business—discounting, of course, the 
effect of recent price increases on the nominal yearly 
volume. 


The firm is now under the management of the found- 
er’s son, Neil D. Gray, who literally grew up with the 
business. With the exception of three years in the 
army during the recent war, Neil Gray has had the 
responsibilities of management since his father re- 
tricted his own activities to management of his whole- 
sale lumber company in Tacoma, before the war. An- 
other retail yard, the Independent Lumber Co. founded 
by his father in 1903 and managed by brother Garold 
C. Gray, holds the distinction of being the oldest 
operating retail yard in Tacoma. 


THREE-POINT PROGRAM 


LIKE his father, Neil Gray gears the formula of 
Gray Lumber Co. to the needs of the individual home 
owner and the prospective home builder. This for- 


mula embraces the following three-point merchandis- 
ing program: 

1) Maintenance of a complete stock of merchandise 
to meet every need of the home owner. This means 
not only lumber, but as complete a stock of hardware 
as is found in the average hardware store. The dis- 
play area for these items measures approximately 
3,600 square feet. 


CUSTOMER, left, talks with manager Neil Gray at right, in 
plumbers’ hardware department. Display island with backboard 
for display of samples at left, was made by employe. 


VIEW of interior, left, looking toward well stocked paint department on back and side wall. 
Area back of windows, right, used for spot displays of special items. Displays are kept low 
so passerby can see interior of store. 
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EXTERIOR of Gray -Lum- 
ber Co. looks like a “home 
builders’ lumber yard”. Six 
large windows give plenty of 
window display area. Roof 
js covered with different 
types of roofing material. 


2) Attractive, well lighted, self-service displays, 
easily visible from the street. This not only makes 
control of stock much easier, but invites added foot 
traffic and increases impulse sales of additional items. 

3) Personal service. Selection of personnel is one 
answer here, Mr. Gray believes, while organization for 
speedy service of customers is another. 

Maintenance of a varied stock of merchandise works 
two ways for Gray Lumber Co. First, it increases 
the number of customers who visit the store, since 
shoppers usually prefer to do all their shopping in one 
place. Second, it increases sales per customer, of 
items which they originally had no intention of 
buying. 

In addition to the usual hardware items of tools, 
electrical hardware, builders’ hardware, plumbers’ 
hardware, and paints. Gray Lumber also devotes one 
section to merchandise which appeals specifically to 
the woman customer. This includes kitchenware, 
ovenware, chinaware, and related items, which are dis- 
played conspicuously in the front corner window. By 
giving this the most prominent display spot in the 
store, the firm his eliminated the for men only atmos- 
phere which a lumber yard is sometimes likely to ac- 
quire. A surprisingly large percentage of women are 
interested in the presumably masculine items of mer- 
chandise such as plumbers’ or electrical hardware, as 
well as lumber itself. Also prominently displayed are 
kitchen and bathroom hardware, with limited empha- 
sis on unfinished furniture and some appliances. 






WALL cabinet for tool display increased sales of these items by 15 percent. Cabinet, left, 


It was, in fact, the installation of the display area 
for hardware and related items which was partially 
responsible for the fact that the firm was able to 
weather the severe depression of the early Thirties. 
The building industry in particular was hard hit by 
the depression and Gray Lumber was no exception. 

UNIQUE REMODELING PLAN 

WITH lumber sales declining and customers unable 
to pay their bills, the firm hit upon the idea of build- 
ing the display area, hiring for the most part me- 
chanics who owed the firm money. They were given 
the job on condition that they would receive half of 
their pay in cash, the rest to apply on their bills. In 
other cases, the firm paid part in groceries received 
from grocers who owed them money, but found it dif- 
ficult to pay in cash. This modification of the barter 
system many will remember, kept a good many firms 
in business and a good many workmen’s families in 
food. ; 

The self-service method of open wall shelving and 
island displays installed at that time brought several 
advantages which were lacking in the old personal 
service set-up with closed counters. 

First, it places all merchandise out where the cus- 
tomer can see it. Quantity displays are the most po- 
tent inducement to draw traffic inside the store which 
can be devised. Moreover, since -a prospective cus- 
tomer at least partially commits himself to buy some- 
thing when he walks in the door, he likes to get at 
least a general idea of what the dealer has to offer, be- 


was made with hand tools, garden tools in foreground. Oldest employe, George Mourer, right, 
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stands beside roll-away rack for sidewalk display of wire merchandise. 


WOMEN’S MERCHANDISE is displayed in the most prominent spot in the store—front corner 

window, left. Note that all island displays are kept well below eye level to encourage circulation 

between departments inside the store. This also keeps shoplifting at a minimum. Kitchen and 

bathroom hardware, right, are attractively displayed in end window. Prices are clearly marked 
for window shoppers outside. 


fore coming inside. The inducement to additional 
“impulse sales” once he is inside, is likewise increased 
considerably. A case in point is a wall display fixture 
for tools which resulted in an almost immediate in- 
crease of 15 per cent in tool sales following installa- 
tion. 

Second, self-service improves efficiency by the simple 
expedient of encouraging the customer to wait on him- 
self. This is particularly convenient in rush hours, 
when instead of standing around to be waited on, cus- 
tomers can pick up the desired items and take them 
over to the cashier’s counter to complete the transac- 
tion. A certain amount of judgment must of course 
be exercised by the salesman here, as in many cases 
the customer wants to discuss the merits of the mer- 
chandise before buying, and neglect by the salesman 
will often mean a lost sale or customer. There is, 
however, less possibility of this with a self-service set- 
up, due to the greater speed with which routine pur- 
chases can be handled. 

Finally, it makes possible easy departmentalization 
of merchandise. This makes stock control easier, by 
placing all related items in one section, so that items 
which are running dangerously low may be easily 
spotted and reordered before they are sold out. Self- 
service likewise reduces the amount of warehouse 
space needed, since a larger proportion of stock is 
“warehoused” right on the shelves. 


HOW ORDERING IS DONE 

IN THIS connection, Gray Lumber keeps a “want 
book” on which needed items are entered. Salesmen 
for established lines of merchandise have authority to 
go through the book and place an order for anything 
on the list which is their particular responsibility. The 
item is then scratched off the list by either the sales- 
man or by Mr. Gray. Salesmen are not, however, au- 
thorized to fill orders by checking the stock on the 
shelves. 

The advantages of self-service would be at least 
partially wasted, Mr. Gray believes, without clear visi- 
bility from the street and sidewalk. The firm carries 
regular spot advertising in the neighborhood newspa- 
per; but principal reliance for advertising is placed 
on its six large, low sill windows and on the window 
displays. Since the building is located in the heart of 
a small business district with a good deal of pedes- 
trian and automobile traffic, this is particularly effec- 
tive. 
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Price tags, plainly marked, accompany merchandise 
displayed in the windows, with lettering large enough 
to be read from the sidewalk or from a parked car. 
Though the firm stresses quality and nationally adver- 
tised brands rather than price, it is a matter of irri- 
tation to window shoppers, Mr. Gray believes, to be 
able to see the merchandise but not the price. To en- 
courage window shopping, lights are left on in all the 
windows until 4 a.m. Displays are kept low enough so 
they do not interfere with the shoppers’ view of the 
interior. 

HIGHER PAY SCALE 

A sound principle was applied in the selection of 
the four salesmen, all of whom grew up in the neigh- 
borhood, and attended high school and college in 
Tacoma. To encourage pride in their work and to 
impress on them that they are salesmen, not clerks, 
the pay scale at Gray Lumber is approximately 20 per 
cent higher than the prevailing wage for correspond- 
ing work. 

Gray salesmen are also amateur mechanics who are 
capable of professional quality workmanship. Numer- 
ous improvements have been added to both the display 
room and lumber sheds, built by the crew during the 
slack winter seasons. Instead of laying off part of his 
force during these months, Mr. Gray assigns a defi- 
nite project each year to be completed by the following 
spring. This may involve a major painting job, con- 
struction of a storage shed, or new store fixtures. The 
wall.case for tools is one example, the plumbing-fix- 
tures display island another. 

Particularly valuable as display fixtures, are the 
roll-away racks for sidewalk display, also built by the 
crew. The rack for wire screen, chicken netting, and 
other wire items is shown with this article. Prices of 
all items are clearly marked on the rack, and a pair 
of shears attached by chain to the fixture, so custom- 
ers may serve themselves. A second roll-away fixture 
holds garden tools, a third packaged fertilizer, seed, 
and other items. All fixtures are mounted on dollies 
and may be loaded in the warehouse and rolled to the 
front of the building when the weather permits. 

Though Claude F. Gray, founder of Gray Lumber 
Co., is no longer active in the management of that firm 
he retains management of the third enterprise he 
founded, the wholesale lumber company. His ambition 
now is to complete his 50th year as a lumberman. He 
will realize this ambition just five years hence, in 1953. 
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For A Plywood Department 


That Is Both Profitable and Complete 
Avail Yourself of 


AETNA’S DEALER SERVICES 








This Compact Plywood Merchandiser: It comes 
complete with 60 pieces of 30" x 60" Hardwood 
Plywood including Walnut, Oak, Birch, Gum and 
Mahogany. It is a proven success and dealers 
using the merchandiser are constantly rearder- 


Prompt Shipment—LCL or CL Orders: Aetna 
Plywood has earned a reputation for prompt- 
ness in filling orders. Your order is on the way 
within 24 hours, and same-day shipments are 
frequently possible. 























ing panels. « 

nandise Engineering Consultation for Customers: For 
: poets Free “Advertising” Mat Service: Cleverly de- this purpose Aetna Plywood maintains a staff of 
-" 8 signed, they catch the reader's eye and bring experienced engineers and a complete technical 
. ae him to your store. They can be fitted into your library on plywood. Call on our engineering 
adver- regular advertising. department to help solve your special plywood 
of irri- problems. 

to be 
y Plans for Cust ' i ing: 
To en- an ped po ie Ag = seen Well Informed and Courteous Sales Force: All 
all the Plywood Merchandiser salah Ge lady chen ei wee pont Aetna men are thoroughly trained and kept con- 
ugh so furniture pieces out of hardwood pl be stantly informed on any developments in new 
of the F van sid , products. They take pleasure in serving you— 

gag Wy PRA by phone, wire, mail and personal contact. 
wee”? >> SS Large Warehouse Stocks for Continuous Supply: 
tion of (4 ae =——_— Aetna Plywood has one of the largest and most The popular Plywood Buying Guide—'Teleply 
neigh- seayriut HARDWOOD PLYWOOD? diversified plywood and veneer stocks ware- Ticker": Published several times a year, it gives 
; ” -apaieet housed anywhere in the country—and if we prices and quantity discounts on domestic and 

<= = pinch - GUM — don't have it in stock we'll soon get it. Our imported plywood and veneer and a wealth of 
and to MAHOGANY - OAK * stock is your reserve inventory. other pertinent information. 

clerks, 

20 per ai 
-spond- Advertising Mat Service 
yho are Modern Side Table PLYWOOD: All sizes and thicknesses—over 50 species. 
pme PLYWELD: Waterproof plywood for concrete forms, boats and aircraft. 

a . ° ° 
ata VENEER: Rotary cut and sliced, commercial and aircraft grades. 
t of his PLASTIC SHEETS: Consoweld, Farlite, Formica. 
= GLUES: Casco, Casamite, Cascophen. 
yb, con- ree DIE BLOX: !/,", 54", 34", for patterns. 
“8 ie plywood - ee, 

a > > TILE BOARD: Wal-lite Baked Enamel Finish. 
ing-lx- PI Wareh | ; . ° 
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r, seed, 

dollies 
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National Plywood Distributors Association pools the 
experience of 250 distributors of building materials to provide 


a monthly report on fast and slow-moving items as a guide 
to wise buying and additional profits 





Salability Report 


HE DISTRIBUTION of build- 
ing materials from the manu- 
facturer whose war-expanded plant 
is turning out an ever increasing 
flood of production, to the con- 
sumer, who impatiently awaits the 
completion of his new house, is 
rapidly returning to normal effi- 
ciency. Ersatz substitutes have al- 
most vanished from the markets 
along with the housing-desperate 
citizen who would accept anything 
at any price just so it meant a roof 
over his head. The customer for 
houses in late 1948 has become se- 
lective. He looks twice at quality. 
He turns a jaundiced eye on prices. 
Then he thinks twice before he 
buys. 
A year ago, or even nine months 
ago, possession of the merchandise 


—almost any merchandise at any- 


old price—was all the retail dealer 
or the wholesale distributor needed 
to be sure of a heart-warming profit. 
What need was there to worry about 
excess inventories when the big 
problem was to keep the warehouses 
from looking like abandoned dance 
halls? 

Last spring, a change became ap- 
parent. Warehouses stopped look- 
ing soempty. Stocks of some prod- 
ucts stayed around long enough to 
look downright familiar. Worse 
yet, some of the piles began to col- 
lect thick layers of dust and take 
on a yellow hue strongly suggestive 
of a lemon in the making. Alert 
dealers and distributors were quick 
to realize that the vacation from 
the sound principles of business was 
over. Wise buying and efficient 
selling had returned as the twin 
guardians of net profits. 


BUYING CALLS FOR ACUMEN 


WISE buying, however, to the 
distributor operating independently 
in a relatively narrow market, calls 
for the acumen of an economic 
genius. How many times have you 
seen a distributor take on a new 
line only to find later that many of 
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How to Interpret the 
Salability Report 


Degree of Salability Index 
WO oe va cicivcmccekn 200 
Pe CD, cole cioaveauwacee 150 
oe ig, 100 
ME Sc cats eisn bch ecletneatelgien 50 
GE alcatel sda tawsacene 0 











his fellow distributors could have 
told him from bitter experience that 
it was a case of bad judgment? 


How often has that same distribu- 
tor turned down a product and 
discovered too late that he missed a 
boatload of juicy profits? What 
distributor hasn’t discovered that 
some product was piling up in his 
warehouse too late to stop a couple 
of additional cars that were rolling? 


In its new salability report, the 
National Plywood Distributors As- 
sociation recognizes the fact that 
the penalties of poor buying can 
be avoided and the additional prof- 
its of wise buying fully realized if 





BUILDING MATERIALS NO. 5 


























JULY AUGUST 
MID- 
PRODUCTS U.S. U.S. WEST EAST SOUTH WEST 
ENC, SON sok heiccciawanescdoar 57.1 94.4 75.0 100.0 100.0 0.0 
BOARD (Composite Index) ........... 140.9 125.8 131.6 113.5 103.1 125.0 
Acoustical board and tile......... 130.0 125.0 134.6 100.0 100.0 100.0 
Decorative Wallboard ........... 136.4 117.2 119.6 100.0 100.0 125.0 
Gypsum Board .................. 181.9 178.0 1767 150.0 2000 1875 
Gypsum Sheathing .............. 132.7 125.0 119.2 75.0 175.0 150.0 
ES Serer: 143.8 117.5 118.5 150.0 83.3 125.0 
jacuintion Beard ..........:..... 159.3 135.9 150.0 83.3 133.3 120.0 
Insulating Sheathing .............146.8 133.8 146.3 133.3 25.0 75.0 
Laminated Paper ..............-. 74.0 73.5 73.1 eee 50.0 100.0. 
i... i pe rene 129.6 112.5 127.8 100.0 66.7 75.0 
CABINETS (Composite Index)........ 81.4 61.0 55.0 50.0 58.3 91.7 
INR YS Per cet gi Setcican oct acer cl see ae 84.8 65.4 53.3 100.0 71.4 100.0 
UR Sat eee ay eure 84.6 58.3 66.7 25.0 50.0 83.3 
NIN seo orcce ss Wied nase 75.0 33.3 50.0 wet 0.0 ag 
DOORS (Composite Index)........... 125.9 120.7 121.7 107.1 119.1 129.5 
ERE SOR EE ENR Ree RE 108.6 103.3 92.3 100.0 125.0 100.0 
i cs hd. an oe 135.3 135.7 150.0 130.0 125.0 
PN, or, 2 inate estan eee 87.5 91.7 125.0 100.0 70.0 100.0 
Garage ........ hers ttaicaveti ena oledeuctare Gard 105.4 95.5 90.9 0.0 108.3 112.5 
I og orth, Seance. “ornamdienatoes pe cauate 144.4 153.8 162.5 50.0 170.0 150.0 
Se a eT 150.0 137.5 150.0 100.0 100.0 175.0 
ES eer 169.4 164.3 183.3 150.0 116.7 183.3 
IS NOD ccs: Ba siete: cqraeceeiae eae 129.2 122.2 137.5 ees 0.0 
FLOORING (Composite Index)....... 109.3 117.9 121.7 125.0 106.3 114.3 
STII chats ee pore ere korsicne > ere 90.0 80.0 100.0 ee 0.0 100.0 
0 GSCI ee ar one emer ae 110.0 123.9 130.8 125.0 125.0 100.0 
MIS Sekicce scat aeete orer 131.3 121.4 114.3 125.0 116.7 150.0 
GUTTERS AND DOWNSPOUT........ 81.3 138.9 160.0 100.0 150.0 
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Hitch every hauling job to the IB! Faster hauls mean 
more lumber moved per hour, more available space 
for incoming loads, increased yard efficiency. 












Pur the sturdy, compact Allis-Chalmers ‘bar. Sweeper attachment available for clean-up 
Model IB wheel tractor in charge of cutting lumber work and snow removal. Ask your experienced 
handling costs. The master of all hauling work, it Allis-Chalmers dealer to show you the many ways 
maneuvers heavy loads through narrow passages, the fast-working IB can speed lumber handling, 
up steep ramps, around sharp corners; also pushes cut yard cost. 
loaded cars into dry kilns. Operates on less than a Early Dalivary Naw! 


gallon of fuel an hour. Turns ona seven foot radius. 
Has 13% drawbar h.p....speeds to 10 m.p.h. 
Equipped with a time cutting, Quick-Hitch draw- 


ALLIS-CHALMERS 


RACTOR DIVISION ¢ MILWAUKEE 1, U.S.A. 
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‘Yes sug, HERE IT IS! 


_KEENEST SAW OF ALL! 


Huther Bros. 


FIRTHITE TIPPED SAW 
FOR WOOD 


TOP QUALITY PRODUCTION © 


EXTRA LONG, TROUBLE-FREE 
OPERATION 


LOWER COSTS PER JOB! 


That’s what happens when your arbors are 
equipped with HUTHER Firthite Tipped Saws. 
Used on straight line rip machines, these 
blades give you a glue joint cut. Ideal for cut- 
ting veneer panel stock, hard Masonite Presd- 
wood, teak, laminated plywoods and plastics. 




























Don’t drag along without one—they’re easy | 
to manage—easy to keep in top condition. 


Saw Makers for ” Send for New 
Over 60 Years Firthite Folder 


MUTHER BROS. SAW MFG. CO., INC., 1290 University Ave., Rochester, N.Y. 
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No. 100 





Dc1LpINnG Propucts MERCHANDISER 





This cutaway view shows 






why the IMPROVED 


ACME TWIN 


is the most efficient sash 


balance ever designed 












Oil-impregnated 
Fibre Washer be- 
tween Cable Drum 
and Face Plate in- 
sures friction-free 
operation. 


Cable Drum 
fits snugly into 
Protective 
“Cup” 





ie 












Tension Governor 
maintains uniform 
spring action and 
balancing. 










Spring Hubs 
riveted at both 
ends assure TWO 
solid bearing 
points. 









Powerful Coil 
Springs provide 
positive, effort- 
less window 
opening. 


Left: Acme 
Overhead Type 
Sash Balance 


Right: Acme Side 
Type Sash Balance 





SASH BALANCE COMPANY 
1626 Long Beach Ave. 
Los Angeles 21, Calif. 
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the experience of distributors all 
over the country is pooled. Chang- 
ing trends can be quickly detected. 
Buying policies can be altered to fit 
new conditions. 

The NPDA salability report rep- 
resents the consensus of experience 
in the movement of nearly all the 
important building materials han- 
dled by the nearly 250 member 
warehouses. Member experience is 
reported on the first of each month, 
and the compiled report is mailed 
five working days later. The indi- 
vidual salability index represents 
up-to-the-minute experience and is 
a reliable guide to the members in 
the conduct of their business. In 
the opinion of the editors of AMER- 
ICAN LUMBERMAN, the _ salability 
report is one of the most construc- 
tive contributions to efficient mer- 
chandising that has been made in 
the last 15 years. 


Members repeat enthusiastically 
that the NPDA salability repor: is 
far more than a reliable guide to 
what to buy, when to buy it, and 
how much to buy. It provides a 
sound basis for determining the 
soundness of the inventory stocks 
and preventing excess inventory, 
Equally important, the indices also 
provide a product by product yard- 
stick for evaluating the perform- 
ance of the distributor’s sales or- 
ganization. 

At this time, the NPDA salability 
report is available to wholesale dis- 
tributors of building materials and 
plywood and interested manufactur- 
ers of these products. If you would 
like to receive this invaluable mar- 
keting guide, we suggest that you 
write directly to B. E. Babbitt, man- 
aging director, National Plywood 
Distributors Association, 20 North 
Wacker Drive, Chicago 6, IIl. 






































JULY AUGUST 
MID- 

PRODUCTS U.S. | U.S. WEST EAST SOUTH WEST 
INSULATION (Composite Index)..... 68.9 72.5 72.9 81.2 66.7 68.2 
Relmeral WG) ..... 5.2. cccnse ces OR 83.7 82.1 80.0 85.7 100.0 
NEE II oo ore aovercvdimaistone ees 112.5 119.4 133.3 150.0 50.0 100.0 
IE 8 oo), es an ean 83.9 100.0 100.0 eke eee ae 
5B. ara: evap tearnrgiaiatede 56.3 40.0 25.0 ee 100.0 ee. 
een ee 73.7 78.1 50,0 aakee 50.0 
hac INNIS Sci OSs 9S ocr een 23.3 26.5 28.6 50.0 0.0 0.0 
LATH (Composite Index)............. 146.7 131.6 141.1 91.7 128.6 92.9 
NNN ae ees = onc cache aie 187.0 186.4 193.3 150.0 200.0 175.0 
eT a ere 159.0 140.0 163.6 33.3 175.0 50.0 
Metal and Accessories............ 81.3 70.8 73.7 et 50.0 75.0 
MOULDING AND TRIM............. 105.7 104.0 112.5 Tt? 166.7 
EE LS DOE ORT ER LT S: 126.3 122.7 118.2 125.0 108.3 166.7 
a een 100.0 88.6 92.9 100.0 75.0 ; 
ne, nee ee 191.7 190.7 188.1 200.0 200.0 200.0 
RE samt Roy ays Oana: 68.4 76.9 50.0 50.0 50.0 
RR OI Sagas aie ie eee ars 87.5 80.0 100.0 — 50.0 «atl 
eg ee 75.0 64.3 70.0 50.0 50.0 50.0 
ID oh ect aera cr ok hc ex revs 76.3 73.3 100.0 83.3 83.3 
Reinforced Building ............. 69.4 63.0 61.9 100.0 50.0 66.7 
SO ere 98.5 88.3 84.1 100.0 100.0 100.0 
WI aor ie. atacigaits dio ds mie acrvneren 110.3 106.7 110.6 88.9 92.1 106.3 
Ds ibicwiccacnwke seen 100.0 89.7 87.5 83.3 100.0 100.0 
Asphalt Shingle ................. 105.1 114.1 119.6 100.0 100.0 100.0 
NII «race tcewiesndeeee oral 150.0 152.0 100.0 162.5 125.0 
INN sini c xeon econ 73.5 68.8 81.8 eas 16.7 75.0 
EI I 5 iy oc dae Daigo RT 195.5 183.3 200.0 aa 125.0 200.0 
Lo eee 58.8 56.8 53.3 75.00 0.0 100.0 
oe i a re 129.0 137.5 116.7 162.5 87.5 
ES er er ree 179.2 186.4 190.0 150.0 200.0 175.0 
eer ee 117.9 140.9 137.5 150.0 183.3 100.0 
Se ee ee 43.8 44.4 50.0 50.0 75.0 16.7 
VENTILATORS AND LOUVRES........ 95.6 97.4 peer 90.0 75.0 
BE Mh ee ng le ee tec 75.9 93.5 92.9 ms 100.0 100.0 
Wall and Window................ 79.5 97.7 102.9 ica 87.5 50.0 
WEATHERSTRIP .................... 80.0 83.3 75.0 eo 100.0 50.0 
RE os ele sata dud iuke nah bee 111.7 Vit.t 128.3 120.0 83.3 (37.5 
Aluminum Residential ........... 92.9 56.3 75.0 100.0 40.0 9a 

Steel Residential ................ 94.4 92.9 133.3 50.0 66.6 
Storm and Combination.......... 162.5 108.3 150.0 cies 87.5 oats 
Wood Residential ...............107.5 144.4 175.0 175.0 118.8 125.0 
ay OE AO Oe Y.-S 150.0 150.0 seul 150.0 150.0 
Metal Basement :................ 89.6 92.7 107.1 100.0 50.0 oot 
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WHOLESALE DISTRIBUTOR 


West Coast Lumber 


Lumber Products 


SPECIALIZING IN 


PONDEROSA PINE 


DOUGLAS FIR 


© LUMBER 

© MILLWORK 
® MOULDINGS 
© SIDING 

© FLOORING 


a ae 


(ieo.J.Silbernagel 


GENERAL OFFICE 
8 S. Michigan Ave., Chicago 3, Ill. 


Telephone RAndolph 6-0540 
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‘Your customers can save space 
— save money —save time with 
rolling doors — and be assured of 
a lifetime of easy rolling with 


HAR-VEY 


ROLLING DOOR HARDWARE 


For substantial profits and lower inventories 
carry the Har-Vey line, the best-seller that meets 
all your needs in the rapidly expanding market 
for rolling door hardware --a market made all 
the larger by Har-Vey’s broad advertising 
program in leading architecture, builder and 
contractor publications. 


@ Sizes to match any rolling door built for residen- 
tial use @ Precision-made of the finest materials 
for a lifetime of easy rolling @ Simple to install_ 
®@ Carefully packaged-easily stored @ : 


AVAILABLE NOW FOR RAPID SHIPMENT 


Ask your jobber or write to us for literature 
and installation details. 


Hardware Division W 


Mera. Propucrs Corporation 


807 N. W. 20th St. Miami, Florida 





NAME 











STREET icee aad = 















ar Z — (fh 
Pe wi qm fi 
= la 








HERE IT IS 
Highway sign with eye 
appeal. This one has it 


COMPETITION for the motor- 
ist’s attention is tough along most 
of America’s highways. Allen 
Lumber and Fuel Company, Wales, 
Wis., devised an attractive sign 
(see photograph) having that elu- 
sive quality that makes the passer- 
by look, read and remember. 

The design is similar to those 
used by many state highway de- 
partments for marking historical 





sites. 
draw attention. A small roof lends 
individuality and serves to display 
the company’s roofing products at 
the same time. 

The outline map of the state, at- 
tractive lettering and lack of spe- 
cific advertising add up to a sense 
of permanence and quality that 
spells sales appeal. 


AUCTION 


White elephant sale unloads 
slow movers—good publicity 


EBENREITER LUMBER com- 
pany, Sheboygan, Wis., has a hum- 
dinger of an idea for selling slow 
moving and surplus stock and cap- 
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That is enough in itself to 


italizing on the idea at the same 
time. 

Their WHITE ELEPHANT sale, 
which took place this year on Au- 
gust 28, is held on the sidewalk and 
street in front of the company of- 
fice. Items are brought out in front 
for the audience to see and auc- 
tioned off to the highest bidder. 

Typical of merchandise for sale 


~ are lawn chairs, roofing, windows 


and frames, paint, screens, storm 
sash, etc. All merchandise is in 
first class shape, but either odd- 
size or out of date. 

Here are the benefits from one 
smart idea: 

1) get rid of stock that takes 
space, ties up capital. 

2) in many cases gets more out 
of items than would otherwise be 
realized. 

3) attract new prospects to the 
store with this street side handling 
of sale. 

4) build friends—because every- 
body likes a bargain. 

5) keep customer-drawing pub- 
licity alive and the company’s name 
in the public’s mind. 


LET'S FACE IT 


Consumer product displays 
require constant upkeep 


MANY _ streamline, attractive 
stores have been designed and built 
by lumber and building material 
dealers in the past two years. Even 
more dealers are planning new 
stores. 

The display type store has one 
and only one justification for the 
added expense it requires. That is 
to sell more goods to more people. 

To sell the most goods possible, 
displays, floors and products should 

















































































































be kept spotlessly clean and attrac- 
tive at all times. 

Hill-Behen Lumber at its new 
Elston avenue store in Chicago has 
met this problem by hiring a clean- 
ing woman and equipping her with 


the proper cleaning aids. She 
works during sales hours as com- 
pared to the usual practice of doing 
cleaning work at night. By being 
on the job during sales hours, she 
can have the store looking about 
as clean and attractive at the end 
of the busy sales day as it did at 
the beginning. 

Besides cleaning work, she is 
kept busy rearranging display 
goods that customers have moved 
in the course of handling. 


LIST PRODUCTS 


Catalogue your products so 
customers know what you sell 

MANY building material stores 
with top merchandising programs, 
high rate of turnover and a steady 
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% Fewer parts in Tubulars mean better performance 
and longer life. Barrows’ new “Tu-Bors”’ use only five 
working parts in the standard latch, yet have double com- 
pression spring action for smoother, more precise opera- 
tion. All parts are made of basic materials—latch bolts and 
hubs of solid bronze, cases and other parts of tough, long- 
lasting cadmium plated steel. “‘Tu-Bors” are unbeatable 
for fast installation, and are available in simplified push- 
button locksets as well as in interior and closet latchsets. 
All of this plus BARROWs’ beautiful trim designs which are 
the sales clinchers that move merchandise and pile up 
profits for Barrows Dealers! 
BARROWS BUILDERS HARDWARE is 
sold everywhere. Call or write your 
nearest Barrows distributor for 
complete information on 


Barrows “Tu-Bors” and 
related hardware items. 
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SHOW IT TO SELL IT 














7 a alls P 
PROTECTS ¢/aad 
FROM INSECTS. 
MILDEW ORY ROT 


CUPRINOL 
MAKES WOOD OO, 4 
PH AMMEIS 


TO HUMANS... 


YEARS LONCER ANIMALS + PLANTS 


On the Counter —In the Window 


Tools, paint, staples—your customers know what they 
want. But do they know about Cuprinol? Some do— 
our advertising reaches them. But until everyone 
realizes that wood rot can be stopped, and that 
Cuprinol will do it—you need to remind them. 

Have you this Counter Display to hold a quart can 
of Cuprinol? Send for it. Put it where your customers 
will see it. And window streamers? And descriptive 
folders for your counter or to send with bills? They 
will do the reminding for you. 

Retailers are finding extra business with Cuprinol 
and the longer they handle Cuprinol, the greater their 
volume, as shown by the fact that those dealing in 
Cuprinol for more than three years did nearly as much 
business in the first six months of 1948 as they did in 
the entire year 1947. 

If you don’t carry Cuprinol, there is no better time 
than-now to start. Fill in the coupon below and we will 


_ send you all the information on how to learn for your- 


self about the profits in Cuprinol and at what a low 
cost you can begin to develop this business. 


CUPRINOL Division, Darworth, Inc. 


53 Maple Street Simsbury, Conn. 


CUPRINOL Division, Darworth, Inc., 53 Maple St., Simsbury, Conn. 


Please send information on how best to sell Cuprinol. 














flow of customer traffic through 
the store, use merchandise cata- 
logues so buyers can check in a 
minute whether dealer handles a 
particular product. 

Lawrence Lumber company, 
Lawrence, Mass., has just pub- 
lished its first catalogue of this 
type. The 32 pages present the 
comprehensive Lawrence line of 
lumber, building material, GE 
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home appliances and gift shop 
merchandise. 

Such catalogues are best de- 
signed along the high readability 
lines of the mail order books. 
Bright, lively pictures, peppy de- 
scriptions and smart page layouts 
help to make the catalogues effec- 
tive. 

Many firms, such as Cotton and 
Hanlon, Odessa, N. Y., have found 
that it is wise not to quote prices 
since most catalogues are issued to 
cover a year’s period, and prices 
are changing too rapidly. 

Theory behind catalogues is this: 
There’s little use stocking a prod- 
uct if you don’t tell your custom- 
ers about it. A catalogue is one 
good way to tell them. 








“Which one’s mine, nurse? | want to show 


my friends how he stands out from the others” 
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of Material Handling 





Syracuse Dealer Slashes (oat 





STEEL strapping is a major labor and money saving device for handling lumber at the 
retail level, according to John W. Chapman, of the Chapman Lumber company, Syra- 
cuse, N. Y. Since his company operates a sawmill in Oregon, Chapman has had a 
chance to ship strapped lumber on flat cars, properly loaded to facilitate unloading at 
the yard. Using a fork lift truck, three men unload and pile a flat car load of 
strapped lumber in approximately one hour and a half. The Chapman yard is dramatic 
proof of the savings involved. Side by side it is often possible to see rapid unloading 
under Chapman’s method while much larger crew of men make bare dent in unloading 
box car of lumber where each piece is handled separately. Chapman says greatest 
trouble with the system is getting other manufacturers to ship their lumber strapped 
and loaded properly for easy handling. 





FORK lift truck, companion of steel strapping, is other material handling device Chap- 
man depends on to cut costs on his lumber handling. The lift truck unloads strapped 
bundles of lumber from flat cars, tiers it up in space saving piles.” Where lumber is 
unloaded piece by piece from box cars it must be restacked by hand before it can be 
handled by either lift truck or straddle type carrier. Photo shows other cost cutting 
feature of the fork lift truck. Your AL&BPM reporter watched this truck being 
loaded in a matter of twelve or fifteen minutes with a variety of lumber. When truck 
driver called out “40 pieces of 2x6, 16”, the fork lift man inserted the forks under the 
top stack of lumber far enough to pick off five tiers of lumber, eight pieces high, 
and deposited them on the truck. If order had called for 38 pieces, yard man would 
have flipped two pieces to one side before load was moved. 
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Your trade knows and likes Trinity White . . . your 
trade’s trade knows and likes Trinity White. It is an excellent 
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There's a justifiable pride in knowing you can 

fill all orders — both large and small — and do 

it promptly! 

It's an accomplishment based on many years’ 

experience, right source of supply, proper loca- 
g tions, workers’ production know-how and that 
’ intangible asset so vital in any successful oper- 

ation — spirited teamwork all down the line. 


For assured delivery order your Portland Brand 
Shingles and Skookum Tru-Cut Shakes now. 


PORTLAND SHINGLE COMPANY 
9038 N. Denver Avenue, Portland 3, Oregon 





FOUR MILLS IN THE HEART OF THE RED CEDAR STAND 
PORTLAND, ORE. - RIDGEFIELD - QUINAULT - KELSO, WASH. 
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Educational Roundup 








This article will be contin- 
ued in subsequent issues 





— 


Further reports from the universities that are doing a progressive 
job in training men for the light construction field. Graduates are 
well rounded and soundly educated to enter the building field 





Education has always been a 
potent force for progress in 
America. The light construction 
industry now has its own educa- 
tional program at work in 33 uni- 
versities throughout the nation. 
The thorough, four-year courses 
offered by these schools can be a 
powerful influence in helping our 
industry build a better America. 
AL&BPM editors strongly feel 
every individual whose interests 
center in the light construction 
field should back this program to 
the hilt. 











Georgia School of Technology 


[By Harold Bush-Brown, Head, De- 
partment of Agrirulture] 


Our four-year course, under jur- 
isdiction of this Department, is 
listed as Option 4, entitled Light 
Construction Industry. It leads to 
a B. S. degree. This course was 
established in 1944 after Col. Blake 
R. Van Leer came here to become 
our president. It consists of some 
of the architectural courses includ- 
ing building materials, and courses 
in construction but does not carry 
men along in the design series 
after the beginning courses, and 
in this respect differs from other 
options in the Department, intend- 
ed to prepare men for professional 
planners and designers. 


Option 4 prepares men for the 
commercial and administration 
phases of the building industry, 
such as, the manufacture and sale 
of building materials, or participa- 
tion in home building organiza- 
tions. For this reason we require 
courses in business given by our 
Department of Social Science, Eco- 
nomics, and Industrial Manage- 
ment. 


DEPARTMENT OVER-CROWDED 
WITH regard to our enrollment, 


this Department has been very 
much over-crowded and the school 
as a whole has been unable to take 
applicants from out of state, except 
in the case of former students. We 
are now taking a few but still have 
to limit enrollment in this Depart- 
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ment because of lack of space. We 
are hoping for a new building 
which we are badly in need of and 
which will enable us to take all 
comers who qualify. Plans for this 
building are now complete and it 
is only a matter of obtaining neces- 
sary funds to get it under con- 
struction. 


We have had an enrollment of 
400 students of which about one- 
fifth are going into Option 4. There 
is no doubt we could have more in 
this option but as long as we are 
confronted with present conditions, 
there is certainly no point in doing 
any soliciting. 


Only a few men have graduated 
so far under ths option. In June 
there were five degrees awarded. 
There seems to be a demand for 
these men, and I know of several 
who had very good offers and who 
obtained excellent positions. Next 


year there will be a greater number 
of men graduating in this course. 
From present indications I would 
say 12 or more. 





Oregon State College 


[By J. B. Grantham, Acting Head, 
Forest Products Dept.| 


BEGINNING with 1947 the cur- 
ricula in Wood Products in the 
School of Forestry at Oregon State 
College will be divided into two 
major options. The first two years 
are devoted to basic college train- 
ing. In the last two years the 
student will major in wood tech- 
nology (training for research and 
specialized production work) or in 
manufacturing and merchandising. 


The manufacturing and merch- 
andising option is designed to train 
students for jobs in the forest prod- 
ucts manufacturing field or for 
jobs in retail lumbering and con- 
struction. It includes as required 
or recommended elective courses all 
of the work formerly offered in the 
light building construction option. 
The training for students in the 
manufacturing and merchandising 
option has been broadened to in- 
clude studies in plywood and lami- 





PRACTICAL studies of all phases of the construction field, prepare young men for 
positions in all branches of the industry. 
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for double-hung windows 





and remodeled buildings. 














<———BALANCE 100% 


concealed in the sash... 
no cables. 
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screw in one screw. 





of all new and old windows = e+“ 
pletely interchangeable. 


ADVERTISED TO 
134,445,000 
READERSHIP IN 






For deaiers; builders and archi- 
tects alike, the new, modern 
Grand Rapids ‘‘Invizible’’ Sash 
Balances are real money makers! 
Most widely advertised and pub- 
licized of all sash balances, they 
are recognized everywhere as 
the most practical sash balance 


of 


every type. Their exceptionally 
low complete installation cost 
makes them ideal for both new 


GRAND RAPIDS , 
Hf A guiglb/e 





~/V"aSH BALANCE 


no tapes... 


EASY TO INSTALL 


. just drive in two fasteners... 


10 SIZES FIT 95% 


come 











Better Homes and Gardens, 
American 
Home, Small 
Homes Guide, 
Farm Journal 











esets* RAPIDS 


No. 103 face plate, cone bearing 
type, and Nos. 175, 109, 110 
sawtooth drive type sash pul- 
leys cover 95% of all sash pulley 
requirements. 





SASH PULLEYS 













GRAND RAPIDS 2, MICHIGAN 


StL\OUR 
CATALOG IN 


SWEET'S 
WRITE 


for Itlustrated 
Specifications 
and Instructions 


GRAND RAPIDS HARDWARE COMPANY 


















Quality leaders in Sash Hardware for over 50 Years 
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Rock-Hard Putty 















Elastic Arm-Glaze 


Glaze your sash with E-L-A-S-T-I-C Arm-Glaze 
and you, too, can (1) put an end to expensive 
reconditioning, and (2) eliminate production 


time losses. 


Arm-Glaze takes an initial “set” immediately 


after application. 


Arm-Glaze’d sash can be 


shipped AT ONCE, and without risk of costly 


reconditioning. 


Unlike putty, this amazing compound retains 
its oil—withstands years of weathering without 
cracking or crumbling. 


tt Our Expense-MAKE THIS 
CONVINCING Arin-Glaze TEST 


Write today for FREE Arm-Glaze sample, then: 


Apply putty to one sash and Arm-Glaze to another, 
after which give both a ride over the roughest roads 


in your vicinity. 





SELL “ 
“a3” 


Companion Product 


Armstrong’s No. 33 
Glazing Compound mer- 
its a place in your 
packaged goods dept. 
It’s like ARM-GLAZE 
plus one more feature: 





it won't dry out or 
harden in the con- 
tainer. Sell ‘33 for 
small glazing jobs, re- 
pairs, to home handy- 
men, etc. It’s definitely 
far ahead of any putty. 















4065 So. LaSalle St. 
Chicago 


241 So. Post Ave. 


When your driver returns, note how 
Arm-Glaze (thanks to its quick 
‘“set'’) has kept its bond . . . how 
putty has ‘‘fallen down" on the job. 


This or any other test you 
care to make will prove the 
superiority and economy of 
Arm-Glaze’d sash! 


TYPICAL USERS OF Arm-Glaze 
Rockwell Mfg. Co. . . .2!/2 years 


Chicago & Riverdale. . . 9 years 
Bosman & Casson. .... 6 years 
S.A. Mord Ca... 0s os 2 years 


Pacific Mutual Door .. . 8 years 


COMPANY 


319 So. Crowdus St. 


Detroit Dallas 
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GRADUATES of the colleges offer the industry progressive thinking, ingenuity, and 
resourcefulness in the years to come. 


nated wood, wood preservation, 
and additional work in timber con- 
struction and design through ex- 
pansion of the work in Timber 
Mechanics. This step has _ been 
made necessary by the increasing 
diversity of forest products manu- 
facture and recent technical ad- 
vances. 

The training offered in merchan- 
dising and selling has been com- 
bined with the training offered in 
manufacture because of the close 
relationship between the two fields 
insofar as basic courses are con- 
cerned. The combination should 
improve the working relationships 
of men in the two fields for a 
knowledge of manufacturing de- 
velopments will aid the man in 
the merchandising or construction 
fields and a knowledge of merchan- 
dising and construction methods 
will aid the man engaged in manu- 
facture. 


Specialization in either field is 
provided for by the choice of rec- 
ommended electives. 


To give you some idea of the 
fields our graduates enter after 
taking the production option, this 
year’s senors were divided as fol- 
lows: 


i. eee 1 
Fiberboard manufacture ...2 
Wholesale lumber sales..... 2 
Lumber buying ........... 1 


Sales engineer for fabricated 
timber structures 
Sawmill fire insurance...... 2 
Lumber manufacture 
Retail lumber sales 
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The New York State College of 
Forestry at Syracuse University 


By Gerald H. Smith 
Department of Forest Utlization 


Our four-year course in Retail 
Merchandising and Light Con- 
struction, first offered in the fall 
of 1942, was forced to idle along 
through the war years. Including 
the class of 1946, graduates from 
that department numbered only 
six; the past two years brought the 
total up to 35 and we expect to 
graduate classes of 20 or more in 
1949 and 1950. 


Since the college as a whole com- 
prises many departments and ma- 
jor fields, it is difficult to say just 
how many Retail Merchandising 
and Light Construction men are 
enrolled at any one time. There is 
no division of students in the fresh- 
man year. Sophmores do make a 
choice (which is not always final), 
but only juniors and seniors are 
definitely committed. This fall’s 
registration will probably include 
in all four classes approximately 
100 actual and potential majors in 
Retail Merchandising and Light 
Construction. 


Securing students has been no 
problem. Freshman applications 
have always exceeded by several 
times the number that can be ad- 
mitted. How many of these en- 
tering freshmen have planned def- 
initely to major in Retail Merchan- 
dising and Light Construction is 
another queston. With the excep- 
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tion of a few whose family econ- 
nections or past experience pro- 
vide a basis for selection, most of 
the first-year students come with 
only half-formed ideas of a life’s 
work. Perhaps that is the best way, 
It does place upon us the important 
obligation of helping each man to- 
ward a sound decision. 


Any specialized college course 
to be really effective must reflect 
the combined efforts of education 
and industry. We have been for- 
tunate in enjoying close contact 
with the trade through the educa- 
tional committee of the Northeast- 
ern Retail Lumbermen’s Associa- 
tion. We feel that we, and other 
similarly situated, have made en- 
couraging progress. The trade in 
general has been helpful in pro- 
viding occasional speakers, films, 
samples, and in welcoming stu- 
dent visits. 

Although the opportunities for re- 
quired summer work have so far 
been available, that phase presents 
a fertile field for the establishment 
of closer cooperation. The college, 
the student, and the employer have 
perhaps overlooked certain factors 


which, when better understood, will 
-bring about more complete realiza- 


tion of mutual benefits. The lumber 
industry in many of its branches 
has been slow to recognize poten- 
tial value in a college man. Col- 
leges, too, have far to go in de- 
veloping the best and most satis- 
factory educational programs. 


In an attempt to evaluate prog- 
ress and stimulate widening in- 
terest, it seems likely that the most 
important single factor is the em- 
ployment of graduates. In no oth- 
er way can our common interests 
be fully served. Among our 3) 
Retail Management and ‘Light Con- 
struction graduates, not more than 
one-half dozen are engaged in that 
field. This does not indicate any 
conspicuous lack of preparation. 
It is rather the result of a combi- 
nation of circumstances; some very 
temporary, others apparently in- 
herent within the field. 


The very nature of the business 
of retail lumber and building ma 
terials acts to prevent the fixing 
of a satisfactory point of depal- 
ture. Lumber retailers as a group 
represent small business. Eighty 
percent of them are independent 
and probably not more than 5 pel- 
cent are up in the million dolla! 
sales bracket. With certain notable 
exceptions, their size does not per 
mit well defined employe training 
and promotion programs. In most 
yards there are very few good 
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jobs and these are usually filled 
by experienced personnel. 


LITTLE ROOM AT THE TOP 


COLLEGE men, contrary to widely 
held opinion, are not entirely averse 
to starting at the bottom, but they 
say, “What’s at the top, and how 
do I get there?” The prospective 
employer’s answer is likely to be 
vague. A young fellow just out 
of college and with a summer or 
two of practical experience behind 
him can see for himself that the 
top consists of the owner-manager 
and possibly two or three key men 
who are more often than not sons 
or nephews. The picture is not 
exactly encouraging. 


This same graduate can be en- 
tertained and interviewed by the 
officials of a large manufacturing 
corporation. He may be offered a 
well-outlined advancement plan 
leading to one of several responsi- 
ble positions. Starting at the bot- 
tom is usually necessary but not in- 
definitely prolonged. Reasonable ex- 
pectation of greater opportunities 
is a definite part of the plan. 

Retail dealers take justifiable 
pride in the extreme diversity of 
the abilities necessary to run a 
successful business. We are faced, 
therefore, with the problem of 
turning out general specialists. 
Unless we produce what the trade 
wants, there is little demand for 
our product. But until there exists 
a very real demand, we cannot 
tool up for extensive production. 
In any other field such a situation 
would of course, become simply a 
matter of custom work on contract. 
Colleges grind too slowly for that. 
The extreme alternative would 
seem to lie in drum beating and 
torch carrying, hoping by sheer 
exposure and pressure of numbers 
to gain a portion of acceptance. 


There must be some middle course 
from which we can work in both 
directions. This requires our de- 
veloping the most effective curric- 
ulum within our abilities and it re- 
quires. the continued active interest 
on the part of the trade. The best 
possible student advertising for 
such a course lies in undergraduate 
grapevine stories of good jobs 
offered to graduates. Our soundest 
hope for outside advertising de- 
pends upon the extent to which our 
graduates measure up to employers’ 
expectations. We realize, of course, 
that such an ideal situation be- 
comes reality only after a period of 
years. It is unfortunate that both 
students and employers at this 
stage feel somewhat like guinea 
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pigs. We are sure that this is a 
transient stage and look forward to 
continued improvement. 


FLEXIBLE CURRICULUM 


OUR current curriculum indi- 
cates the direction of our thinking. 
It is far from static. We expect to 
add or delete courses as we go, 
subject, of course to our institu- 
tional limitations. Heavy student 
load and problems of physical facil- 
ities and scheduling necessitates 
constant compromise. Some courses 
we find ready made; others must be 
tailored to our purposes. We are 
fortunate, however, in our associa- 
tion with Syracuse University’s fine 
colleges of Business Administra- 
tion, Engineering, and Architec- 
ture. In the light of our own ex- 
perience we are frankly inclined 
to hedge a bit in any move toward 
complete specialization. 

Since so very few of our grad- 
uates know what their first job 





will be, we feel that they should 
have stoppers in every suit. When 
and if they are able to see their 
goal four years ahead, a stricily 
specialized program will be justi- 
fied. Until then, it seems more 
satisfactory to work toward the 
sound basis necessary in any field 
of forest utilization and to make 
available suitable elective courses 
for those whose interests are more 
fully defined. 

In view of the fact that the 
over-all program here has _ been 
really active only two years, we 
feel very optimistic. Our graduates 
have for years been giving good 
account of themselves in all fields 
of forestry and in many completely 
unreleated fields. There is no rea- 
son to expect any less in the busi- 
ness of Retail Merchandising and 
Light Construction. As we plan to 
broaden and strengthen their train- 
ing, we look forward to continuing 
cordial relations with the industry. 


Protecting Your Future 


Apprentice training offers in- 
dividual dealers chance to 
do a sound job of building 
better public relations 


PUBLIC RELATIONS means 
selling yourself and your company 
to the public. The reason: your 
customers are part of the public. 
The bigger the slice of the public 
that knows your company’s name 
and believes it is a constructive 
force in the community, the better 
chance there is that more of that 
public will turn up at your store as 
customers, 


At first glance, apprentice train- 
ing may seem far from a direct 
concern of yours. But remember 
that the retail lumber dealer has 
been bearing the brunt of the at- 
tack on the industry for lack of 
housing. Remember that the 
shortage of trained tradesmen has 
helped to delay housing and make 
it more expensive. These delays 
and increased expenses reflect back 
on the whole light construction in- 
dustry. The fast growing appren- 
tice training program throughout 
the country represents a construc- 
tive approach to the problem of in- 
creasing production of homes and 
cutting their costs. We don’t say 


apprentice training is going to 
make houses sprout all over the 
land, but it is one of those funda- 
mental improvements that makes a 
healthier, sounder industry. 


Reports reaching AL&BPM 
every day, from companies, indus- 
try associations and trade unions, 
prove that the idea of cooperative 
committees to train construction 
industry workers is sounda And 
one of the most important results 
is the spirit of understanding be- 
tween labor and management 
where both are working for a con- 
mon goal. 


We know retail lumbermen who 
are taking part in the apprentice 
training program in their commu- 
nities. They are contributing 
their time, their ideas and often 
their money in the form of mate- 
rials and tools, to further the pro- 
gram. What can they expect to 
gain? 

First, they will have available 
more trained tradesmen to use the 
products the lumber dealer sells. 
Second, they will have established 
friendlier relations with the unions 
which represent these workers. 
Third, by publicizing their activ- 
ties, these dealers are showing the 
public—their customers—that they 
are contributing to a community 
effort to produce more and cheaper 
houses. 
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Its YOUR 
Cash 
Register... 


oe The ringing of your cash register 
makes sweet music. And we want 
to play in your band. 





In the first place, we'll carry your 
plywood inventory for you: Order 
what you need, as little as you need 
and when you need it. That'll save 
you money. 


In the second place, we don’t stop 
when your order is delivered. Our 
promotion-minded sales force is 
calling on you to back up your selling 
efforts, to assist you in merchandising 
plywood profitably. To tip you off to 
today’s “best buys.” 


Finally, with three strategically 
located warehouses, bulging with 
pre-war quality plywood, we can 
give you “RIGHT NOW” service on 
your plywood orders. That’ll mean 
customer satisfaction—just like 
money in the bank. 





FO 
INVENTORY 


AND e 
pRICE List 


NO. 2 
INDIANAPOLIS PLYWOOD CORP. 


1300 BEECHER ST., INDIANAPOLIS 7, IND. GARFIELD 4433 
1ST. & COLUMBIA STS. LAFAYETTE, IND. PHONE 2345 


OHIO VALLEY 
PLYWOOD CO. 


VINE AT SPRING GROVE 
CINCINNATI, OHIO 
WOODBURN 9280 


As close to you as your telephone. 
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SMOOTH OP 
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Yes, that’s just what the Getty No. 4703-W Casement Win- 
dow Operator is...a very smooth operator. It gives smooth 
operation year after year. Why? First, because of the Getty 
exclusive Internal Worm-and-Gear construction—strongest 
known in gearing. And here are 8 more good reasons: 

Arm, %'' wide, of %e’’ thick cold rolled steel, cadmium plated. 
Shaft bearing made of bronze, threaded and pinned in housing. 


Arm pivots on ¥%'’ solid bronze bearing-stud. 


Heavy brass channel guide has 3-point anchorage on window... 
cannot bend or bind. 


@ %'' diameter worm, of cold-rolled steel, machine cut and case- 
hardened, will give long, efficient service. Full length of the worm 
is engaged at all times with the Internal Gear. 


@ Internal Gear is integral with operating arm. Teeth are heavy, 
strong and accurately machined at exact operating angle. 


@ Revolving swivel (turn-knob) gives easy fingertip control; cannot 
be removed. 


@ Arm button of solid brass is locked in channel... cannot come out 
accidentally; prevents rattling. Button cannot freeze in channel. 


They’re dependable... 
Built to last for years... 
Install ’em and forget ’em. 


You'll agree that Getty casement window operators are, indeed, 


Very Smooth Operators / 


Gm) 


H. S. GETTY & CO., INC. 
3348 North 10th Street, Philadelphia 40, Pa. 


Dependable Casement Control — with a flip of the finger. 


101 



















Your ‘QROFIT / 











s\ Lb a 





YOUR THOUGHTS ARE SHOWING 


In a thousand little ways you’re not conscious of 
. .. a thousand ways you can’t control directly even 
though you may be one of the most controlled per- 
sons in the world. 

The unconscious tightening of a muscle, for ex- 
ample. The pitch of your voice when you think you 
have your prospect, the subtle change in pitch and 
inflection when things aren’t going your way. The 
droop or erectness of your posture all through your 
sales presentation. These are the tell-tale signs 
that tell a prospect what you really think of him— 
what you think your chances are—and whether or 
not you really expect to make a sale. 

Don’t pamper yourself with negative thoughts, 
Mister! Make sure the thoughts your body and man- 
nerisms unconsciously disclose are friendly, construc- 
tive, selling thoughts. Because the thoughts that are 
uppermost in your mind—not necessarily the ones you 
express verbally —are the ones that tell the story. 
And they’re as contagious as measles! 


RIGHT OUT OF THE ZOO! We've all had customers 
we privately think of as “that old baboon." But even 
baboons can be friendly—IF YOU THINK THEY ARE! 
Next time you have ‘to sell one—SELL YOURSELF FIRST 
on the idea that he's really a friendly old boy—keep this 
thought in the forefront of your mind, then present your 
sales story. And hang onto that thought INSISTENTLY, 
all during your interview. And to YOU, he WILL be 
friendly. Even if he hasn't warmed up in the past. 
This technique has opened doors and Battered down the 
coldest sales resistance for others. It can batter down 
the coldest sales resistence for you. Try it. You can't 
control your involuntary mannerisms and reflexes—but 
YOU CAN CONTROL THE INNER THOUGHTS THAT 
CONTROL THEM! 


SPEED-UP IN SALES 


If you really want to go after store modernization 
jobs and publicize yourself as an expert in this field, 
here’s a way to do it.’ Draw on your manufacturers 
for plans in full color—the more varied the better. 
Plans for a super-streamlined drug store, bakery, hat 
shop, dress shop, beauty salon, furniture store, book 
store, gift shop, restaurant. Interior remodeling 
plans, exterior modernization. Minor changes, major 
changes. 


And stage a special Fall Showing of your plans 
at the Rotary Club, Business Men’s Luncheon Club 
or wherever the business and professional men in 
your town like to congregate. Mount your plans 
clear around the room together with large printed 
captions stating the approximate cost of each job, 
terms and other salient points such as the unusual 
use of color or application of a specific material. 
Such a show can be of enormous public interest— 





Norm Advertising, Inc. 
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will circulate your story in a unique way where it does 
the most good. Don’t forget to include plans for pro- 
fessional men’s quarters, too... . dentists, doctors, 
engineers, lawyers and others who are in fields where 
careful space-planning and good-looking interiors 
count. 


COPY ANGLE: A lot of lumber advertisers are over- 
looking a good copy angle if they merely say, "We stand 
back of our products,” without telling how. 

For example do you make a special point of instructing 
your customers on proper maintenance . . . go out of 
your way to see that your materials are properly ap- 
plied, instead of merely selling them? If so, these points 
can make an excellent confidence-building story . . . defi- 
nitely belong in your copy from time to time. 


LOST-AND-STRAYED DEPT. 


Many a customer is lost or strays over to competi- 
tion for a very simple little reason yard managers 
rarely hear about. It happens in every store. It hap- 
pens in every type of business. Even the best-trained 
sales people are lax or forgetful about reporting back 
to the customer on slow-arriving, eagerly-awaited 
orders. 


One of the best ways you can keep friends is to 
school your entire staff to phone customers, drop 
them a penny postcard or a letter, reassuring them 
of the fact that you haven't forgotten them and 
their order hasn’t been lost in the shuffle. Lots of 
times people don’t mind waiting—for surprisingly 
long periods of time—provided they know you're 
still working on the problem. 

A phone call or postcard is a tiny courtesy. A big 
dividend-payer in good will and smooth customer- 
relations. 


ORDER—OUT-OF-CHAOS: Another way to save your- 
self ill will and endless red tape is to train every member 
of your staff to give his name to everyone for whom he 
places an order or to whom he gives information over 
the phone. 

An incredible number of manhours and employers’ dol- 
lars are wasted each month because bewildered cus- 
tomers haven't the remotest idea whom to ask for in 
trying to adjust mix-ups and misunderstandings by mail 
and telephone. By the time they've had to write in or 
repeat their story over the phone for the fourth time, 
dispositions begin to take on an edge and tempers flare. 
Bad business and bad customers-relations for you. 


INSULATE YOURSELF AGAINST 
COMPETITION 


By stating in your winterproofing copy approxi- 
mately how much your brand of insulation cuts fuel 
costs. Up to 20 percent? Or 30 percent? The more 
specific you are, the better your advertising returns 
and the higher your sales, so get busy now. 
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Rapid-Wheel* gravity conveyor combined with the 
Stevedore, Jr.* power belt conveyor carries insulating 
blocks directly to the stacking point. 





Cases of millwork are unloaded with Rapid-Wheel 
gravity conveyor. Only one man is required to work 
in the car, one more at the point of storage. 





ag §: F / | GRAVITY AND POWER CONVEYORS 


MOVE YOUR STOCK FASTER AT LOWER COST 


Your profit margin will increase if you reduce the time and labor spent 
moving lumber and building materials from car to storage to consumer. 
Rapids-Standard gravity and power conveyor users report savings of 30 
to 70% on handling costs. 


Use low-cost gravity conveyor for the downhill runs, power belt units 
where a boost is needed. Write today! We'll be glad to analyze your 
problem and show you where RapiStan equipment can pay its own way 
by cutting your handling costs. 


THE RAPIDS-STANDARD CoO., INC. 


MS lalir- |! *T.M. 


352 RapiStan Bidg., Grand Rapids 2, Mich. 
Representatives in principal cities 





A Rapid Power Booster* takes rolls of insulation ma- Various lengths and widths of finished lumber roll on 
terial from the freight car, lifts them into storage. portable Rapid-Wheel gravity conveyor from the freight 
Again, this is a job for only two men. car to the yard for stacking. 





edging Operdtions and to stand up under hard usage. Convenient to i 
operate. Works lumber upto 3” thick, 16” wide. Built by LANE, pio- 
neers in saw mill equipment, your guarantee of dependable operation. 


IMMEDIATE DEMVERY on No. 2 and.No. 3 GANG EDGERS ~ 


[LDING Propucts MERCHANDISER 


1500 FEET "PER HOUR 


Light in 1 weight for mobility, but sturdily built for as accurate 
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PIGS ARE POWERFUL 


UNDER THE PICTURE of a 
250-pound pig in the Richardson 
ads are the following significant 
figures: 

In 1939 this hog would buy 400 
board feet of 8-inch, No. 2 Y. P. 
Shiplap. (Today, 530 feet.) It 
would purchase 350 feet of half- 
inch Insulation Board in ’39. To- 
day, 950 feet of the same. thing. 
Blow type insulation shows a highly 
satisfactory balance in the farm- 
er’s favor—from 175 square feet 
to 475 square feet for the same 
pig. .Same way with No. 1 .Red 
Cedar Shingles—314 squares then 
as against 414 squares now. The 
man who wrote Pigs Is Pigs should 
pen a new tome on the subject. 
Pigs now are pure gold. 


* *% * 


It doesn’t make sense for the 
Administration to try to keep 
farm prices UP while insisting 
that other prices come DOWN! 


* *% * 


WILTED COLLARS 

THE WHITE COLLAR worker 
pondering the question of whether 
to buy some beefsteak for his fam- 
ily hasn’t enjoyed the same in- 
crease as the farmer in purchasing 
power. It takes a long time and 
considerable courage to decide to 
lay down $1.55 for a single piece 
of meat that is supposed to do for 
four people but actually isn’t as 
much as he used to buy for two. 


* * »~ 


Today’s greatest sales opportu- 
nity: The farm market. 


* * * 


"THIS IS THE TIME" 

RICHARDSON LUMBER COM- 
PANY (yards at Clarinda, Sham- 
baugh and Northboro, Iowa) makes 
spectacular use of the buying 
power of today’s farm dollar in 
quoting prices in terms of hogs, 
beef, corn, wheat. It is true that 
such comparisons have been made 
more or less frequently during the 
past year or so, but not often 
enough in our estimation. 

Farmers who criticize the high 
price of building materials (and 
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there are plenty in this category) 
have little ground to stand on. Oc- 
casionally they have been known to 
put up such a holler that lumber 
dealers have developed a price com- 
plex. ; 
Richardson’s comparisons show 
that farmers are getting a better 
buy than back in ’389 when ma- 
terials seemed much cheaper. 


* * + 


“Protect your farm building .in- 
vestment NOW while your ¢in- 
come is good” is an excellent 
sales point. 


* * * 


WHAT ABOUT CORNCOBS? 

IN DISCUSSING the subject, 
Farmer Garst said: “We found 
that the Ohio Experiment Station 
had been feeding extra cobs (put 
through a grinder) with shelled 
corn fairly successfully. So last 
winter we were very successful in 
feeding 550 head of steers on corn- 
cobs and high protein meal. They 
put on weight at a cost of about 
one-half what it costs right now to 
fatten cattle on corn.” 

Corncobs, as cattle feed, may not 
be of major interest to lumber 
dealers, but it should prove that 
the revolution in agriculture is 
something very real. 


* * * 


Farming is now forging to the 
front as rapidly as any other in- 


dustry ... if not more so. 
* * * 
KEEPING UP WITH THE 
PROCESSION 


THE VAST CHANGE that is 
taking place in agriculture creates 
new markets for lumber dealers 
and greater responsibilities. It 
calls for the revamping, or even 
the rebuilding, of practically all 
farm structures. The lumber 
dealer who knows most about what 
today’s buildings SHOULD BE has 
a big advantage over the dealer 
who doesn’t. 

The changing farm scene is cer- 
tain to bring about big shifts in 
the distribution of farm buildings 
in cases where dealers are not in 
a position to meet the needs of 
their farm customers. 


WHAT BEEF WILL BUY THE 
PRODUCER 

WE ARE NOT begrudging the 
farmer his unprecedented pros- 
perity. Far be it from such. What 
we are trying to say is that farmers 
should be jubilant instead of com- 
plaining about high prices. 

Richardson shows what beef- 
steaks will now buy for the man 
who raises and sells beef. Again 
the comparisons are for ’39 and 
today. 

Nine years ago 100 pounds of 
live beef would have bought 2 kegs 
of common nails. Today, 334 kegs. 
Then, 3 gallons outside white 
paint; now, 6% gallons. Even lum- 
ber, which tops the list of building 
materials in advances, is a choice 
buy today in terms of beef, as com- 
pared with 1939 when it took 100 
pounds to buy 300 lineal feet of 
2x4’s. Today the same amount will 
obtain 420 feet. In 12-inch pine 
finish the amount is more than 
double . . . up from 60 to 125 feet. 


*% * * 


Increased farm prices, plus in- 
creased farm production, create 
buying power that sends demand 
to new highs. 


* %* * 


DOWN WHERE THE TALL 
CORN GROWS 

PROBABLY THE MOST aston- 
ishing of the Richardson compari- 
sons is the then-and-now purchas- 
ing power of corn which doesn’t 
even take into consideration the 
increase in yield brought about by 
the miracle of the hybrids as de- 
scribed dramatically in a recent 
issue of LIFE magazine. Richard- 
son merely compares 1939 prices 
with today’s with the following re- 
sults: 

It then took 100 bushels of corn 
to buy 50 sacks of cement. Today 
the same amount will purchase 217 
sacks. The jump in brick is from 
1100 to 4600. Twelve-inch Pine 
Barn Boards, up to 1180 feet from 
600 feet. Balsam-wool was only 
950 square feet then as against 
3180 square feet at the present 
time! 

* * * 


What the farmer calls “high” 
actually is the “lowest” in years. 
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Current Statistics on 
Output and Distribution 

Lumber shipments of 405 mills reporting to the 
National Lumber Trade Barometer were 12.7 percent 
below production for the week ending September 18, 
1948. In the same week new orders of these same 
mills were 12.9 percent below production. Unfilled 
order files of the reporting mills amount to 43 percent 
of stocks. For reporting softwood mills unfilled orders 
are equivalent to 25 days’ production at the current 
rate, and gross stocks are equivalent to 56 days’ pro- 
duction. 

For the year-to-date, shipments of reporting iden- 
tical mills were 1.0 percent above production; orders 
were 0.8 percent above production. 

Compared to the average corresponding week of 
1935-1939, production of reporting mills was 46.2 per- 
cent above; shipments were 35.5 percent above; orders 
were 29.4 percent above. Compared to the correspond- 
ing week in 1947, production of reporting mills was 
2.2 percent below; shipments were 3.7 percent below; 
and new orders were 6.3 percent below. 


Northern Pine 

Production of Northern Pine by the five mills re- 
porting to the Northern Pine Manufacturers’ Asso- 
ciation amounted to 1,895,000 feet for the week ending 
September 18, 1948. The same week a year ago the 
cut was 1,985,000 feet. Shipments during the week of 
September 18 totaled 935,000 feet compared to 900,000 
feet a year ago. Unfilled orders stood at 4,930,000 
feet and gross stocks at 36,445,000 feet. 


Western Pine 


The 100 mills reporting to the Western Pine Asso- 
ciation cut 74,797,000 feet for the week ending Sep- 
tember 18, 1948. The same week a year ago the cut 
was 71,929,000 feet. Shipments were 63,279,000 feet 
compared with 62,472,000 feet for the same period 
last year. Unfilled orders at the end of the week stood 
at 180,009,000 feet as compared to 169,347,000 feet 
for the same period last year. Gross stocks for the 
week stood at 757,420,000 feet. 


Southern Pine 

Production of Southern Pine by the 110 mills re- 
porting to the Southern Pine Association for the week 
ending September 25, 1948 amounted to 17,132,000 
feet. This was 3.27 percent below the three year aver- 
age. Shipments for the week of September 25 totaled 
18,359,000 feet, or 7.16 percent above production for 
the same period. Orders placed for the week amounted 
to 17,999,000. This was 1.62 percent above the three 
year average. 


In the Market Centers 

‘ACOMA—The maritime strike continues to cast 
iis blight upon the waterborne lumber situation, 
throwing a steadily mounting burden upon railroad 
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One KNOX Builder Sold 
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"KNOX QUALITY BUILT HOMES" 


on opening day 


If you can qualify as 
a KNOX Builder, write, 


KNOX CORPORATION 


Thomson, Georgia 


Over fifty years in the home 
building and lumber industry. 














Rogue Lumber Sales Co. 


Clyde M. Shumaker, Manager 
P. O. Box 707, Medford, Oregon 


Phone: Central Point, Oregon, 1091 


Specializing in the Distribution of All 
West Coast Woods 


In addition to our general wholesale business, our 
company operates a large concentration yard at Cen- 
tral Point, Oregon, where we bring in the best avail- 
able rough stock from small and medium-sized mills 
for remanufacturing and shipping. Dry kilns have 
been installed and are now in operation. A modern 
remanufacturing plant is now under construction and 
will be in operation shortly. The new plant will in- 
crease our output to over 250 M per day of quality 
lumber. 


We Invite Inquiries. 


Exclusive Sales Agents for 


Southern Oregon Planing Mill Company 
and 
Jackson Creek Lumber Company, Inc. 


Standard Yard Items 


Reputable Sales Representation Throughout the Natien 























































Here's How to Cut Building Time 
and Lower Your Costs 





AMERICAN BOWSTRING WOOD TRUSSES 


No expensive delays on deliveries with AMERICAN Roof 
Trusses. When the walls are ready, the trusses are there on 
the spot. 

You eliminate costly footings, posts, center walls and extra 
brick work with AMERICAN Roof Trusses. They cut your 
labor costs, too. 


30 to 150 foot spans for any type building—garage, warehouse, 
store, church, auditorium or factory. Made by the largest, 
oldest exclusive manufacturers of timber trusses in America. 


<r 


Write to 


AMERICAN | lew o- 


William and Raymond Waddington 
6846 Stony Island Ave., Chicago 49... PLaza 2-1772 
Established 1922 


(AB EAI 


WORLDS GREATEST WOODWORKER 








The BEAVER will make 
every cut necessary in building a house. 
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NORRISTOWN PENNSYLVANIA 











systems already strained to the breaking point by car 
shortages. Despite the outraged clamoring of ship- 
pers, there is no relief in sight and, if anything, the 
situation threatens to become worse. Meanwhile mills 
are operating as usual, shipping by rail wherever 
feasible and accumulating reserve supplies of such 
items as are not moved immediately to market. Con- 
tinued good weather is proving a boon to woods 
operations and log supplies are mounting throughout 
the western Washington area. Were it not for the 
maritime strike, the genral outlook would be good, 
Operators are continuing to compete for publicly 
owned timber whenever it is offered for sale. Illus- 
trative was an auction at Port Angeles yesterday 
when a new Port Angeles lumber mill, the Port An- 
geles Forest Products Co., bid a record price for north 
Olympic forest hemlock in a spirited timber sale. The 
2,400,000 feet of hemlock, located west of Lake Ches- 
cent, went for $17.35 per thousand board feet. The 
Forest Service had advertised the tract at a minimum 
of $7.65. 


BALTIMORE—A slight downtrend in prices of 
Southern yellow pine has been noted this month, but 
lumber dealers say it is not precipitate. Some of the 
short lengths, 2 x 4 x 12, is being delivered here for as 
low as $62, while the heavier and longer lengths is as 
high as $85. The average now is around $75 per M, 
and this is expected to hold for a while. This price 
range keeps Southern pine in its relative ratio com- 
petitively with West Coast fir whose wholesale de- 
livered price here is now around $95. 

Upper grades of lumber are still hard to get; the 
lower quality material is more plentiful now. Much 
of the local supply comes from the Southern states by 
truck. An increasing supply of Maryland Southern pine 
has been noted from small mills just in the last few 
weeks. The price on yellow pine flooring is now around 
$175 per M. 


KANSAS CITY—tThe desire of retail line yards to 
withhold their future commitments in light of grow- 
ing uncertainties in the business picture has failed to 
dislodge mills from their recent steady price tables. 
Mills can use some more business as the backlog 
dwindles, but none of the larger operators has shown 
any disposition to cut prices. The high cost of opera- 
tion virtually precludes any sharp price concessions 
at this time. In the main, steadiness characterizes 
the market for yellow pine in the Southwest. Mills 
are not building up their inventories very fast despite 
the fact that replacement business on the part of re- 
tailers has slowed considerably. There is a scarcity 
of 1x8 boards in the district and prices are strong. 


SEATTLE—Log, lumber and shingle production is 
very good. The log inventory as of September first 
shows substantial increases over the previous month. 
Columbia river reported 412 million feet or 53 million 
more than August lst. Grays Harbor with 91 million 
feet went up 10% million. Puget Sound logs totaled 
46714 million feet which is 89 million more than on 
August Ist. The shingle mills which have been short 
of cedar logs ever since the war are now getting more 
logs due to decrease of cedar lumber making and it 
is anticipated that within six months they will have 
plenty of logs. DEMAND-PRICES—Fear of being 
caught with high priced lumber is the dominating 
force in the lumber market and as a result of this 
buyers are very cautious. Purchases are hand to 
month. There is some replacement buying. 


October 9, 1948, AMERICAN LUMBERMAN & 


RAST ET 











ETE RE at 


“ad ail ot RARE 


eis te Vermeer Be pal eR ECORI te Heo Mas 











by car 
f ship- 
ng, the 
le mills 
herever 
f such 
t. Con- 
woods 
yughout 
for the 
e good, 
oublicly 

Illus- 
sterday 
ort An- 
r north 
le. The 
e Ches- 
t. The 
inimum 


ices of 
ith, but 
» of the 
2 for as 
is is as 
per M, 
iS price 
io com- 
ale de- 


et; the 

Much 
ates by 
rm pine 
ast few 
around 


ards to 
r grow- 
ailed to 
tables. 
backlog 
. shown 
" opera- 
essions 
eterizes 
Mills 
despite 
, of re- 
scarcity 
strong. 


stion is 
er first 
month. 
million 
million 
totaled 
han on 
n short 
g more 
and it 
ll have 
' being 
inating 
of this 
and to 


MAN & 


ni naa ee A 


SMTA ay 


_fegatiete 





ees 








DEALERS: 


RING UP MORE SALES 
WITH K.F. APPLICATORS 





> MADE OF GLASS... 
CAN’T BURN OR CHAR 


Now you can make more sales to roofers with 
this stronger, easier to use applicator. Made of 
fine flexible yarns of pure glass. Insures longer 
life, more uniform film, quicker thawing: and 


faster spreading of “hot stuff.” 


ae ; 
K. F. Applicators can’t burn or char) fast: fif- 
teen times longer than mops made with organic 
yarns, weigh less in use yet built for heavy- 
duty dependable service. 


Reinforced metal head has socket for K. F. All 
Metal holder or holder and handle combination. 


DEALERS: 


Write today... Complete information 


vi 


mailed upon request. Write to: 


KIRBY INDUSTRIES 


2104 E. ISTH STREET » LOS ANGELES 21, CALIFORNIA 
POST OFFICE BOX 1026 + LIVERMORE, CALIFORNIA 
716 N. ERIE STREET > WHEELING, WEST VIRGINIA 
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When you carry the Thorn line of windows, 
you need no other supplier. Our line is 
complete in both Steel and Aluminum. 


HORN 


WINDOWS 
ALUMINUM AND STEEL 


uS THORN GOMPANY 20TH GALLEGHENY AVE, PHILA 32,PA 
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New Line of Speed-Toners 

20th Century Paint & Varnish 
Corp. has introduced its new line of 
Speed-Toners — decorators’ vogue 
colors. These deep flat colors come 
in eight beautiful shades: pastello, 
dubonnet, deep brown, tile red, 
glade green, tulip yellow, true blue, 





SPEED-TONER 


CUstom coLons 







dam me nen BAS, 


ROSS 


SALES AUDS + UTERATURE 


imperial red, also black and white. 
They may be applied directly or 
used as toners with white or inter- 
mixing colors. The Color Pack 
showing base color and three let 
downs give formulae on how to 
obtain the B.H.F. colors by inter- 
mixing the base colors. These pure 
struck colors will not flood, streak 
or flash. For added information 
write 20th Century Paint & Var- 
nish Corp., Dept. AL&BPM, 456 
Driggs Ave., Brooklyn 11, N. Y. 


The Rex Hi-Discharge 
Moto-Mixer 

Chain Belt Company’s Rex-Moto- 
Mixer, is a high speed charging 
and discharging truck mixer. A 
major feature is its ability to give 
a patented Hi-Lo mixing action. 
The mixing blades are spiral 
shaped of Manten steel. The drum 
is also made of this abrasion—re- 
sistant steel. The Hi-Lo mix does 
not allow dead ending and provides 
a more thoroughly mixed batch. 








This type of mixing also brings the 


batch up for inspection. The mix- 
ing blades are filleted their entire 
length and bolted on for easy re- 
moval and replacement. The water 
enters the drum at the point where 
the mixing blades make a furrow 
in the batch for quick distribution. 
The discharge opening is 34 inches 
and unrestricted allowing the 
batch, however low in slump, to 
discharge with the least amount 
of slow-down. A three point sus- 
pension of the drum plus the chain 
drum drive and the self-aligning 
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of the White River Plant 


White River has every modern 
facility for the quality produc- 
tion of Douglas Fir and West 
Coast Hemlock lumber. 


Behind the modern White 
River plant is a superb timber 
stand which, with sustained- 
yield forest management, is ex- 
pected to maintain production 
at about its present level for as 
many years 


ahead. 


as man can see 


The name, White River, has 
stood for lumber satisfaction. 


. +. Since 1896.... 


WHITE RIVER LUMBER CO., Enumclaw, Wash. 
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for Christmas Gifts 
THE LIVING BEAUTY OF NATURAL WOOD 


Inlay Pictures — Wood Mosaic Masterpieces — Twenty- 
four to choose from — Handmade of rare, precious woods 
from all over the world — Applied on 54” plywood plaques 

Many matching sets — Sizes from 10” x 14” to 16” x 
25” — Very reasonably priced — Supply limited. 


Write Today for ILLUSTRATED BROCHURE & PRICE LIST. 





PLYWOOD & VENEER COMPANY 


1732 Elston Avenue, Chicago 22, Illinois 
Phone ARmitage 6-7100—Teletype C. G. 305 
Branch Warehouse: Grand Rapids 4, Mich. 
Sales Offices: Detroit, Mich.—Milwaukee, 
Wis.—Indianapolis, Marion, West Lafayette, 
Ind.—Richmond, Va. 














WOODLIFE 
TOXIC WATER 
REPELLENT 


TREATING a Sma 








seiner 


SIDING Vac Satisfice 


Real protection against splitting, checking and warp- 
ing is yours with WOODLIFE. No complaints about 
blue stain or rot. An unblemished paint surface 
free of blisters, cracks and discoloration. WOODLIFE 
treating helps you sell siding. 


Protection Products Mfg. Co. 


Mirs of CHEMICAL PRESERVATIVES Since 192] 
Research Laboratory and Plant KALAMAZOO, MICH. 















1. BALANCER ACTION — for free- 
sliding sash without spirals, pulleys, 
weights or cords. 


2. WEATHER-STRIPPING BENEFITS 


— insure snug-fitting sash; no dust, 
\ draft or rattle. 





U.S. Pat. No. 2,187,412 


There's real economy in handling and installing Air-tite Window ' 
Stays. One operation takes command of any double-hung 
window for balancer action and weather-stripping benefits— 
saving over 50% in time and materials. These are real benefits 
to pass on to the house-buying public. 


Air-tite Window Stays, set in both upper and lower sash, apply 
evenly-distributed pressure toward the parting bead. The 
plunger of each Stay expands or contracts against 18 Ibs. of 
spring action, affording free-sliding, snug-fitting windows under 
all conditions. 





Architects, builders, dealers 
ond jobbers are invited to 
write for full installation 
specifications and prices. 
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TOP PRODUCTION 






New 
Gas- Electric 
Trailer 
Combination 


n Rips 4" material 
fat approximately 


cwmge*s | 40 feet per min- 
if ute. 
i | The ideal unit 
& | for large housing 


projects — Lum- 
ber yards—Road 
and bridge construction, etc. Furnished with all-steel trucks, 
pneumatic tires, Timken Bearing wheels, adjustable stabil- 
izers, Hitch and dust collector. Powered with 2-cylinder 
air-cooled engine—220 Volt Generator with 120 Volt outlet 
for lights and small tools. 


SER ne ae estes re | 








Get in touch with your CMC distributor today or write for further details. 


CONSTRUCTION MACHINERY CO. 
WATERLOO, IOWA 





































front drum bearing keeps the drum 
from binding. An accurate water 
system is an integral part of each 
Moto-Mixer. The swinging dis- 
charge spout facilitates faster plac- 
ing of the batch with a minimum 
of truck “jockying.” For complete 
details write Chain Belt Co., Dept. 
AL&BPM, 1600 W. Bruce St., Mil- 
waukee 4, Wis. 


Samuei Cabot Announces 
Two New Products 

Samuel Cabot, Inc., announces a 
new interior woodwork stain— 
Cabot’s Stain Wax—that sets up 
quickly and gives a soft, lustrous 
wax finish in one, easy application. 


According to the manufacturer, 
this new stain penetrates deeply, 
enriches color, grain, and texture, 
and provides a wear-resistant fin- 
ish that is easily kept clean. This 
product comes in several attractive 
light shades including white, ivory, 
and two grays for producing the 
blonde effect popular in contempor- 
ary design. The manufacturer 
states that one coat is sufficient for 
most surfaces. It is also offered in 
other attractive shades including 
walnut, maple and redwood. 


The company also announces a 
new paint—Cabot’s Concrete 
Sealer Finish —for cinder blocks, 
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PLYWOOD at its very best is known for its striking beauty, 
and vigorous strength. We, of Plywood, Inc. offer quality 





panels . . . the artisan’s choice for the executive office, the 








conference room, the private club, the bank . . . where distinc- 








tion is the objective. Your nearest Plywood, Inc. Division can 








provide complete plywood service, including panels and 








veneers to your specifications. 























Write to Your Nearest Divisional Branch For 
Complete Facts 








- 
PLYWOOD GRAND RAPIDS 
Grand Rapids, Mich. 
PLYWOOD DAYTON CLEVELAND PLYWOOD 
Dayton, Ohio Cleveland, Ohio 
PLYWOOD TACOMA SAN FRANCISCO PLYWOOD PLYWOODLOS ANGELES 
Tacoma, Wash. San Francisco, Cal. Los Angeles, Cal. 


PLYWOOD DETROIT 
Detroit, Mich. 



















































concrete blocks, and other porous 
masonry. According to the manu- 
facturer, this new paint plugs and 
seals the pores, shuts out moisture, 
and férms an attractive and dur- 
able finish that may be painted over 
if desired. It comes in paste form 
and is thinned to brushing consist- 
ency by adding one half a gallon of 
water to one gallon of the paste. 
The product is available in four 
colors: oyster white, gray, red, and 
buff and can be tinted with oil 
paint to any other color desired. 
For further information write 
Samuel Cabot, Inc., 39 Oliver 
Building, Boston 9, Mass. 


Ames Revolving Shelves 


W. R. Ames Company has devel- 
oped a new use in kitchen cabinet 
shelving with the Ames Revolving 
Shelves for both cabinets and cool- 
ers. These convenient new shelves 
are now available for new and re- 
modeled kitchen _ installations. 
Ames Revolving Shelves turn at a 
touch, bringing the entire cabinet 
space immediately to the front of 
the cabinet where stored articles 
are easily visible and accessible. 





Made of high grade, easily cleaned 
aluminum, the shelves are com- 
pletely ant-proof, sanitary, simple 
to install, and easy on the budget. 
They are available in ‘three basic 
types: for overhead cabinets, for 
base cabinets, and for coolers; each 
available with shelves in widths 
from 12 to 20 inches. National at- 
tention was focused on revolving 
kitchen shelves in a recent issue 
of Life Magazine which described 
by picture and story their remark- 
able space utilizing benefits. For 
further information write W. R. 
Ames Company, Dept. AL&BPM, 
150 Hooper St., San Francisco, 
Calif. 
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"Eorest Protection," 
Second Edition 


FOREST PROTECTION, second 
edition, by Ralph C. Hawley and 
Paul W. Stickel is an unusually 
complete book covering all phases 
of forest protection. This volume 
treats such sources of forest in- 
jury as fire, on which the greatest 
emphasis is placed, insects and dis- 
eases. The authors also discuss 
regulation of harmful plants, do- 
mestic grazing animals, wildlife 
and atmospheric agencies. Stress- 
ing the principles underlying for- 
est protection rather than giving 
detailed instructions for carrying 
on specific types of work, the 
authors concentrate on eliminating 
an injurious agency before it can do 
any harm and on developing a for- 
est that is inherently capable, so 
far as possible, of preventing dam- 
aging action from starting. 

For complete information write 
John Wiley & Sons, Inc., Dept. 
AL&BPM, 440 Fourth Ave., New 
York 16, N. Y. 


Overhead Garage Door 
Hardware Kit 


The 999 Overhead Garage Door 
Hardware Kit has recently been in- 
troduced by Richard-Wilcox Manu- 
facturing Co. The 999 Kit sim- 
plifies the installation of overhead 
garage doors, using either a stand- 
ard one-piece door or two door fast- 
ened together to form a one-piece 
unit... it provides the convenience 
of balanced, quiet, smooth overhead 
doors at moderate cost. Hardware 
can be used on any doors not more 
than 8 feet wide, 8 feet high, 134 





nches thick weighing up to 200 
ounds. Only ™%-inch head room 
s needed. Simple and easy to in- 
all, 999 Overhead Garage Door 
‘lardware minimizes measuring— 
il parts attach in sequence by fit- 
‘ing one part to the other. Steel 
eatherstrips are included, and 
tches are part of bottom arm 
racket which fastens to door—no 
xtra parts to assemble for latch- 
'g purposes. Kit comes complete 
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‘There is 


Indian Fire Pumps 
ore available with 
either solid brass or 
galvanized tanks. 


and there is 
reo} | h Me) \ | = 


INDIA 









“We were able to extinguish 
the fire as fast as we could 
walk.” That’s what a Kansas 
rancher says about how he 
put out a prairie fire with 
Indian Fire Pumps. “The 
flames were from two to four 
feet high and driven by a 
strong wind and we still had 
water left in the five gallon 
tanks. | never saw so much 
fire extinguished by so little 
water.” 


Equip now with these world fa- 
mous, portable fire fighters. You 
will be delighted with the way 
they make short work of all 
kinds of inside and outdoor fires. 
Tank may be filled with clear 
water or properly formulated 
wetting agents. 


Catalog and 
Price List 
on Request 


413 Main Street UTICA 2, N. Y. 
PACIFIC COAST BRANCHES 





Rercules Restpment & Rubber Co. F i 
San Francisco, Cait 2oosfourh ve, Sout Fred E. Barnett Ce. CANADIAN AGENTS: 
Ne . eattie, Wash. . ve. y 
aot rigitemetin "Pala Saast Moos tts feo. Daa Scene 
les fnguies 13 Cont. Klamath alls’ Oregon Vancouver, Canada Montreal 5, Canad: 






























































with everything necessary for in- 


stallation and operation; weight, 
85 pounds. Write Richards-Wil- 
cox Manufacturing Co., Dept. 
AL&BPM, Aurora, III. 


All-Purpose Window Frame 


The Malta Manufacturing Com- 
pany is introducing a new all-pur- 
pose window frame known as the 
Malta Universal. This newest ad- 
dition to the line is for all types 
of construction and may be used 
equally well in wood, brick, mason- 
ry and block constructed buildings. 
It is sturdily built of select west- 
ern pine and has neatly cut outside 
casing already attached to the 
frame; is slotted along the inside 
overhead balances, is fully weather- 
stripped and incorporates the im- 
portant patented jamb, head and 
sill construction features found in 
other Malta window frames such as 
the Topco and the Supreme. Es- 
pecially important in wood con- 
struction, is the way in which each 
frame, is slotted along the inside 
top and sides to permit easy con- 
version from % to ™%-inch sheath- 
ing. The frame is furnished for 
34-inch sheathing but can be con- 
verted on-the-job by only one 











44-inch saw cut to the plow in the 
blind stop extension so that it may 
be used where ™%-inch sheathing is 
specified. For further information 


and descriptive literature write 
The Malta Mfg. Co., Dept. AL& 
BPM, Malta, Ohio. 
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Eagle Universal 
Door Closer 

A revolutionary new hydraulic 
door closer has recently been in- 
troduced by Eagles Industries, Inc. 
The new light weight unit provides 
in one package a door closer for 
both right-hand and left-hand in- 
stallation; and includes also both 











hold-open and non hold-open fea- 
tures. 

Known as the Eagle Universal 
Door Closer, the unit comes pack- 
aged in a specially designed con- 
tainer, engineered for compactness 
and maximum eye-appeal. It elimi- 
nates the necessity of handling 
four different closers to accommo- 
date the four different types of in- 
stallation. 

Made of a special light-weight 
alloy, the Eagle Door Closer is re- 
markably light in weight without 
sacrifice of power or durability. It 
is amazingly easy to install, and a 
mounting template furnished with 
every unit eliminates the chance of 
error, no matter-what type of op- 
eration is desired. To eliminate 
the necessity of holding the entire 
unit in place while it is being 
mounted, the Eagle Closer is held 
in place by a small mounting plate 
which is first secured in proper 
position. This further simplifies 
the mounting process. For further 
information write Eagle Indus- 
tries, Inc., Dept. AL&BPM, 110 N. 
Franklin. St., Chicago 6, III. 
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Syndicated "Woody" Cartoon 


The “Woody” 
cartoon is now 
celebrating Its 
second birthday. 
The ‘“Woody” 
service is a 
copyrighted fea- 
ture — available 
exclusive- 
ly to only one 
dealer in a 
community. 
“Woody” be- 
comes the trade- 
mark for the lumber dealer. The 
objective of the producer is to 
make “Woody” entertaining, to 
help the dealer build good-will and 
sell building materials via news- 
paper cartoons, direct mail pieces, 
signs on windows, trucks and dis- 
plays, outdoor billboards and radio, 
“Woody” gets his message across 
to the public quickly, always re- 
minding the reader of remodeling, 
repairing, building new homes and 
the amazing variety of merchan- 
dise to be found at the dealer’s | 
yard or store. “Woody” is the [7 
brain child of Worldwide Syndi- } 





© Worldwide Syndicat 


sienna SNe ee ein ott nine mmmeenen aeemaanmaaiaill aan 


cate, Box 6117, Dallas, Tex. 


New Plastic and Wire 5 
Reinforced Window Materials |— 





Arvey Corporation, manufactur- 7 
ers of R-V-Lite, announces the mar- 7 
keting of two new all-purpose flexi- |~ 
ble window materials — R-V-Lite © 
200-P and R-V-Lite 300-W. Both F 
the new plastic reinforced (200-P) |© 
and wire reinforced (300-W) win- |~ 
dow materials retain all of the im- |~ 
portant properties of the popular |~ 
cotton reinforced R-V-Lite: all are |> 
transparent, extremely flexible and ’ 

| 
4 





completely weatherproof. Their |” 
uses extend over a wide range in- |7 
cluding poultry. houses, basements 
and attics, summer kitchens, sun | 
porches, workshops and garages, | 
skylights, hot and cold bed frames, |~ 
animal buildings and storm win- |” 
dows and doors. All three R-V- [7 
Lite window materials have been >> 
found to admit over 60 per cent of | 
the sun’s health-giving vitamin-D [7 
—which is more than 60 times the [7 
amount transmitted by ordinary (7 
window glass. A pair of ordinary [© 
scissors, a few wood strips and 4 f 
handful of nails—are all that is 
required to make a lasting installa- [% 
tion. A powerful advertising and |~ 
sales promotion program, keynoted |7 
by the slogan “NOW WE ARE]D 
THREE,” has been planned t0 
bring the new R-V-Lite products f 
to consumers and dealers the cout: 
try over. For more information 
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DONLEY BRICK CLAMPS 


Save Labor Costs, Avoid Injuries 





The nine bricks shown, by no means extend this Donley Brick 
Clamp to the limit. Load it up to thirteen, as you prefer. 
Think what this means in time and cost saving!—in freedom 
from skinned knuckles and bruised thumbs. . . The model shown 
has steel jaws, slightly channeled for stiffness and capable of 
standing up under the most severe use, as shown in long tests 
by The Cleveland Builders Supply & Brick Co. . . This model 
was a wartime development, due to shortage of malleable 
castings. Like other Donley re-developments of that period, it 
involves no sacrifice of quality and affords a saving in cost. 
Range of adjustment is 15!/2 to 26 inches. Weight is one-third 


your needs. 


THE DONLEY BROTHERS COMPANY 
13928 Miles Avenue 2 Cleveland 5, Ohio 








less than that of older malleable iron model. ... Let us know ~ 


ANNOUNCING 
REMARKABLE NEW 





CHOICE DEALER FRANCHISES OPEN® 
TO LIVE, QUALIFIED DEALERS 
DIRECT FROM MANUFACTURER TO DEALER 
EMULSIFIED Rubber Paint that vulcanizes to ANY surface—gal- 
vanized iron, insulation board, wood, stucco, concrete, plaster, 


brick, canvas awnings, etc. Sizes, primes, completely seals and 
decorates most surfaces in one application. 


SEVEN Beautiful Colors 


Can be used over any paint surface, inside or outside. Durable, 
economical, easy to apply. Backed by 
many years of experience and square 
dealing. 


CELADRI CORPORATION 


WILLISTON PARK, N. Y. 





Write 
Today 


for Full 
Information 














Potts-Farrington warehouses are chock-a-block 
with a great variety of HARD-TO-GET materials 
for the Roofer, Sheet Metal Worker, Lumber 
Dealer, and Building Supply Dealer. 


NAILS ROOF DRAINAGE 
ALUMINUM STAINLESS ALUMINUM STAINLESS 
COPPER ZINCLAD COPPER ERAYDO ZINC 

GALVANIZED GALVANIZED 
EQUIPMENT SHEETS 
LOCKFORMERS BRAKES ALUMINUM LONG TERNE 
SHEARS AEROIL KETTLES ERAYDO ZINC COPPER 
BAR FOLDERS SLIP ROLLS COLD ROLLED HOT ROLLED 


SKILSAWS ELECTRIC DRILLS TONCAN 

















ILG Industrial Blowers 


'POTTS-FARRINGTON CO. 


FORMERLY W. F. POTTS, SONS & CO., INC. 


#250 WISSAHICKON AVE., PHILADELPHIA 29 
i PHONE: BAldwin 3-1000 
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SEE PAGE 














write Arvey Corporation, Dept. 
AL&BPM, 3462 N. Kimball, Chi- 
cago 18, Ill. 


Keystone Caulking Compound 
Gun 


American-Marietta Company of- 
fers this easily-handled gun to 
caulk buildings for protection 
against the damages of winter 
freezing. The gun eliminates messy 
filling, and cleaning. Just insert a 
cartridge. Compounds in cartridge 
form come in white, gray, slate or 
red. Compounds are also available in 


gun and knife grade. The cartridge 
grade is packaged 10 to a carton; 
each cartridge has a small nipple 
that is punched ont 


y, 


before the 








nozzle is screwed on the gun. Gun 
and knife grade compounds come in 
containers ranging in size from ¥% 
gallon cans to 55 gallon drums. For 
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Winchester Box Company 
Winchester, Idaho 
Industrial Cut Stock and Specialty Items 








NORTHER: 
HARDWoom, 
SOFT Woop? 
CAYUTA BRAND 
HARDWOopD 
FLOORING 


MAHOGANY 


Ea 


7 HAM hy yy 


wr inked “i, / i/ Vii f 
coxa LL LA EEE CLL My Yj 
Y / 
We are now abie to otter the tollowing stock Ye, 
which is thoroughly dry: 


Small amounts 4 to 8/4 C A Mahogany. 7! 


Com. & Btr. KD on hand 
2 cars 4/4 +2 Com. & Btr. Soft Elm 
2 cars 8/4 42 Com. & Btr. Hickory 
| car 8/4 s.w. & Btr. Appalachian White Oak 
2 cars 4/4 22 Com. & Btr. Beech 


2 cars 8/4 


t2 Com. Poplar 


Z 
Hy) 
Metin, 


SME OLDALEL 














-- SOUTHERN PI 


Genera 





—E AND H 
eon A SPECIALTY 


r- IXED a 
We YEARS OF SERVICE.TO 
—— LUMBER DEALERS 


I Sales Office — KELTYS. 


\ OE P22. ea 






TEXAS 











complete information write the 
American Marietta Company, Dept, 
AL&BPM, 43 East Ohio St., Chi- 
eago 11, Ill. 


New Chromtrim Metal 
Molding Wall Display 
An attractive dealer wall chart 
showing all the numbers in the new 
Chromtrim Companion Line, has 
been issued by the .R. D. Werner 
Co.,. Inc., manufacturers ‘of Chrom- 
THE CHROMTRIM COMPANION LINE 


Sed ‘beidetinn Ata 





This new 


trim 
sales aid is printed in yellow, blue 
and black, the identifying colors 


metal moldings. 


of the Chromtrim line. Actual 
samples may be suspended by bead 
chain through an eyelet at the bot- 
tom. of the chart. For further de- 
tails, write R. D. Werner Co., Inc., 
Dept. AL&BPM, 295 Fifth Ave., 
New York City. 


Home Work Shop Kit 


In recognition of the tremen- 
dous enthusiasm among hobbyists 
who work with wood, Forman, 
Ford and Company has prepared a 
merchandising package of its Arm- 
R. Brand sub-surface sealers, fin- 
ishes and preservatives as a means 
of introducing these penetrating 
materials to the men who work 
with wood in their own home work 
shops. With a background of pio- 
neering in this field, this firm is 
now in a rapidly expanding trend 
toward the pleasing natural, blond- 
ed and stained finishes in wood. 
All the necessary materials for the 
natural finishing of any smaller 
piece of wood are in the Home 
Work Shop Kit. It includes a pint 
each of Sealacell, Varnowax, and 
Royal Finish, which are used in 
the Arm-R. Method of Wood Fin- 
ishing. In addition it has one pint 
of Heavy Duty Seal used for finish- 
ing of floors, counter tops and 
other surfaces that receive abuse 
and hard wear. Included are 10 
sheets of 5/0 garnet paper for the 
final sanding of wood. There is no 
need to sand between coats as they 
are non-grain-raising. Because of 
this, the finished surface of the 
wood is arrived at before applica- 
tion of the materials. Three pads 
of 00 steel wool are in the pack- 
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age, to use in the buffing down 
after application of the material 
where a satiny, Early American 
finish is desired. Two square yards 
of cheese cloth are included for use 
in application of the materials. 
There is also a booklet with illus- 
trations diagramming the struc- 
ture of wood and showing how 
sub-surface materials penetrate 
and protect. Write Forman, Ford 
and Company, Dept. AL&BPM, 111 
Second St., South, Minneapolis, 
Minn. 


New Display Stand for 
Merchandising Rubber Tile 


The American Tile & Rubber 
Company, manufacturers of Amtico 
Rubber Tile Flooring, is offering 
a new display cabinet which enables 
dealers to quickly demonstrate floor 
pattern designs to prospective cus- 
tomers. Space is conveniently pro- 
vided for rubber tile, borders, and 
feature strips in all the 18 colors; 
enough of each color is included 
to make up sample sections, giving 
customers a chance to select both 
color design and pattern. The dis- 
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* 
=-WENMIE “CES are the modern 


way to increase closet capacity without 
sacrificing room space. They are streamlined for 
gleaming beauty .. . scientifically designed to 
meet specific closet needs .. . yet fully 
adjustable to individual requirements. From over 
40 K-VENIENCE items you can meet every 
clothes closet need. Make it a profitable 

policy to install economical K-VENIENCES 
throughout the house. They give so much 
convenience for so little cost! 


® Write for free catalog 





DEPT. N-28 GRAND RAPIDS 4, MICHIGAN 
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GET ACQUAINTED WITH 
WOOD-PLY RESEARCH 
FOUNDATION, INC. 


A nation-wide 
net-work of 
17 well-known, 
independently 
operating whole- 
sale warehouse 
distributors of Sr 

Hardwood and Softwood Plywoods 
—co-operating under the VERIPLY 
label for the mutual benefit of 
plywood mills, plywood users and 
retailers. 


Write for this Folder 


It lists the names and addresses 
of the 17.co-operating mem- 
bers of Wood-Ply Research 
Foundation, Inc. ... and the 
standards to which they 
subscribe. 









WOOD-PLY RESEARCH 
FOUNDATION, INC. 


General Offices: 


185 N. WABASH AVE., CHICAGO 1, ILL. 





Doors, Doors, Who’s Got Overhead Doors? 





play is sturdily made of steel and 
finished in dark blue enamel. Dis- 
play and storage shelf has also been 
provided for cleaners and waxes. 
For. further details, write American 
Tile & Rubber Company, Dept. AL 
&BPM, Trenton, N. J. 


Tub-Tite, a Resin-Based 
Plastic Caulking 


A new type of jointing material 
for sealing cracks or openings 
which form between tile walls and 
bathtubs, has been developed by 
The American Fluresit Company. 
Called Tub-Tite, it is a resin-based 
plastic caulking that comes in a 
tube, and is recommended for 
sealing cracks in and around wash- 
stands, shower stalls, drinking 
fountains, show cases, refrigera- 
tion and locker units, aquariums, 
and the like. It will cement linoleum 
to a wall or sink drainboard, and 
keep the surface smooth and level. 
It is also recommended for indus- 
trial uses, such as sealing air con- 
ditioned rooms, control instruments 
and explosion-proof motors. Tub- 
Tite is applied directly from the 
tube, then smoothed into place. It 
dries within an hour to form a 
white, glossy surface which will 
not ‘be affected by soap, cleanser, 





YOU SELL SECTIONAL OVERHEAD DOORS 
You provide the missing door sections—we sup- 
ply the hardware—a complete package ready to 


install. 


EVERYTHING NEEDED TO INSTALL 
Track— springs — lock— bolts and nuts—ball ug 
bearing rollers and sheaves—heavy duty hinges, ®@ 
handles and brackets — all painted ... even pull 


rope is furnished. 


Pitter ~~ Po 
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Door Sizes 
8’ x 6’ 6” 10x 8’ 
? 8’ x 7’ 10’ x 10’ 
8’ x 7' 6" 14’ x7’ 
8’ x 8’ 15’ x 7’ 
9x7’ 16’ x 7’ 




















CALDER MANUFACTURING COMPANY 


LANCASTER, PA 








oil, grease, acid, alkali or water. 
Tub-Tite remains flexible after ap- 
plication, expanding and contract- 
ing with the joint it seals. For 
complete information, write Amer- 
ican Fluresit Company, Dept AL& 
BPM, Cincinnati 29, Ohio. 


Zonolite Issues Booklet 
on Vermiculite Insulation 

A new eight-page booklet, Jn- 
sulation and Lightweight Aggre- 
gates, has been issued by the Zono- 
lite Company, Chicago, describing 
new methods of construction made 
possible by the development of 
vermiculite lightweight aggregates. 
Subjects covered are insulating fill, 
insulating concrete, insulating plas- 
ter, and acoustical plastic. Copies 
may be had by writing to the Zono- 
lite Company, Dept. AL&BPM, 135 
S. LaSalle St., Chicago, Il. 


Combination Metal 
Weatherstrip-Sash Balance 

Zegers, Inc., manufacturers of 
metal weatherstrips and caulking, 
has a special folder describing the 
advantages of Dura-Seal, a com- 
bination sash balance and metal 
weatherstrip in one unit. Used 
with a stock plank frame and stock 
sash, Dura-Seal is reported to elimi- 
nate stretchy sash cords, noisy 
chains, open pulley holes and win- 
dow rattling. For balanced opera- 
tion there are four balancers to 
each window. Permitting the use 
of narrow mullions and trim, the 
plank frame provides an attractive 
interior and exterior appearance. 
Write Zegers, Inc., AL&BPM, 5617 
Harper Ave., Chicago 37, Ill. for 
complete information. 


Complete Set of Mats 
for Advertising 


An economical approach to the 
age old problem of advertising, re- 
lative to the high costs entailed 
through the need of art work and 
engraving cuts that go into the 
making of good effective display 
ads has been made by Milton M. 
Decker. Advertising... They offer 
the lumber dealers a complete li- 
brary of mats which covers prat- 
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Time tested and proved 


por-V.isE Is a 
PROFIT MAKER 
for DEALERS 





light weight 
sturdy construction . . . quick 


A labor saver for carpenters... 
cast aluminum ... 
easy operation. 


Stow Metal Dor-V-isE — growing in consumer 
demand — is now being used by carpenters 
and builders throughout the country. Not one 
dissatisfied customer. Fast selling — non-com- 
petitive — good profits. 


lf you are not al- 
ready a Dor-V-isE 
dealer, wire or write 
for full information. 


Exclusive Sales Agents 


ROUSE COMPANY 
123 N. Water St., Kent, Ohio 


Manufactured by 
STOW METAL PRODUCTS CO. 


758 E. KENT RD., STOW, OHIO 











DEALERS 
Ymombor [ 


Every cellar, garage, cistern, If your contractor, homeowner 
pool, milkhouse, stable, pen or others have a problem with 
and dairy barnneeds THORO- water or dampness, The 
SEALING, to keep water out THORO System will correct 
of the walls. and solve the problem. 


@ WATERPLUG .. to stop the leaks 


’ THOROSEAL. to fill & seal the surface 
QUICKSEAL . for a beautiful finish 


WRITE FOR DEALER PLAN 
AND DESCRIPTIVE CIRCULARS 


THE THORO SYSTEM Products make friends, 


new customers and a substantial profit for the dealer 


é a Box X, New Eagle, Penna. 


a Telephone Monongahela 67 


LDING Propucts MERCHANDISER 


1896 -.52 YEARS OF STABILITY -- 1948 


wie 


if! 


(We: 


WE HAVE DOUBLED 
Cometh us OUR KILN CAPACITY 
also on 


4/4 AD With this substantially increased kiln 
\ Hardwoods capacity, Scotch is now able to ship 
considerably more kiln dried boards, 

particularly: 


1x6 RL #2 KD-S4S, $25 & CM, 
Pats. 105, 106 and 116 Siding 





For consistent, time-after-time satisfac- 
tion on your lumber needs, depend on 
Scotch. Scotch lumber is well-manufac- 
tured, ‘iain kiln dried, accurately 
graded. 


SOUTHERN PINE 
SOUTHERN 
HARDWOODS 


ee ri ic eS Ss 
SCOTCH LUMBER CO. 


FULTON ALABAMA 
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That's what was recently said of W. T. Smith Lumber 
Company by an Avondale Mills advertisement in the 
Saturday Evening Post. It was a generous compliment 
and a respected acknowledgement of an aim to safe- 
guard our forests for both today and tomorrow. 


By cutting only the annual growth, W. T. Smith pro- 
tects the future supply of timber. This assures you of a 
constant source of properly seasoned yellow pine and 
hardwoods. Place your order*now for early delivery. 


Selective:Cutting Assures Permanent Supply 


64th tapes 1V 
SFA PERMANENT SOl 


W.T. SMITH LUMBER foley 


LOW PINE AND HARDWOODS “HAPMAN 


























































tically every item the average Calder Wedge Tight detail the best procedure to follow 


dealer has to offer. These mats Sectional Garage Door for installing the new line. For 
consist of illustrations of items, Calder Manufacturing Co. has copies and complete information 
clever merchandise headings, at- added to its line the Calder Wedge write the Calder Manufacturing 


tractive appeals of numerous kinds. Tight overhead sectional garage Co., Dept. AL&BPM, 628 N. Prince 
Considering what it would cost door. This wood door supplements St., Lancaster, Pa. 
a dealer to make up just one or the Calder aluminum door. The Superlite Wall Panels 


two items and ideas, the Decker new door wedges tightly against Superlite Wall Panels give you 
Agency offers 245 at a very mod- the jamb when closed, but moves new walls for old, according to the 
erate price. A free folder con- away from the jamb when raised manufacturer. They come in sheets 
taining the 245 illustrations in ac- for easy, smooth operation. It is 5/82” thick, 4 ft. wide and either 
tual size that can be used, will be offered in 10 stock sizes. A new in- 4 or 8 ft. long. The modern 
sent by writing or wiring Milton struction manual issued by the kitchen-breakfast nook shown heal 
M. Decker Advertising, 16885 Liv- manufacturer, is illustrated with has walls and ceilings of Superlite 
ernois, Detroit 21, Mich. several photographs and shows in wall panels with interesting fea- 





ture strip in contrasting color. The 






panels are easily cleaned by just 
wiping with a damp cloth. They 
are available in plain colors, tiled 
effect, and Leveline sheets. For 
complete details write Superior 
Wall Products Company, Dept. AL 
&BPM, Philadelphia 40, Pa. 


Single Surface Wood Planer 
Buss Machine Works is announc- 
ing this new single surface wood 
planer as a husky, precision-built 
machine that will handle everything 
within its 20”’x8” capacity with 
speed and accuracy. The planer in- 
cludes fully enclosed motors, sec- 
tional infeed roll, sectional chip- 
breaker, four driven rolls, built-in- 
knife grinding-jointing attachment, 
as well as other features. The 
planer is available in various feed 
rates. For complete details write 
Buss Machine Works, Dept. AL& 
BPM, Holland, Mich. 






















Building tradesmen prefer the PERF-A-TAPE 
Jomt System from past experience. It’s the 
method developed and perfected by the makers 
of famous SHEETROCK* Gypsum Wallboard, thus 
is backed by years of dry-wall know-how. You 
can recommend it to your customers with com- 
plete confidence, and promote it, too, along with 
other surface preparation materials. So, play 
safe—sell Perr-A-TaPeE* reinforcement and ce- 
ment. You’ll be sure of time-tested, job-proved 
products (in one neat package) that mean extra 
profits from today’s big dry-wall construction 


market. 
*T. M. Reg. U. S. Pat. Off. 


United States Gypsum 





For Building + For Industry 





Gypsum + Lime*+ Steel.» Insulation + Roofing + Paint 
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DON’T CARRY IT— 


CONVEY IT 


Cut handling costs— 
increase safety—reduce 
manual handling with 
conveyors. Eliminate 
those costly time wast- 
ing steps between cars, 
piles and storage 
sheds. Let conveyors 
provide fast, low-cost 
and speedy handling 
of your products. 


Get complete informa- 
tion today — write for 
Bulletin No. AL-108. 


Standard Conveyor Company 
General Offices: 
North St. Paul 9, Minnesota 


RAVITY & POWER 
CONVEYORS 





e]Ui site} 
LUMBER 
QUALITY ? 


@There’s no question about quality—even in the 
eyes of a layman purchaser—when you sell Stutts 
Quality Lumber. 

Every piece of Stutts Pine is stencil-branded not 
only with the grade, but also with the Stutts name. 

Every piece of Stutts Hardwood is graded and 
die-branded. 

We stand behind our product all the way to the 
consumer, your customer. . 


BECAUSE IT’S QUALITY-PROVEN 
STUTTS LUMBER SELLS EASILY 





STUTTS LUMBER CO., INC. 

homasville, Ala. 

STUTTS SAWMIL™t CO., INC. 

McIntosh, Ala. 

General Sales Office at Thomasville 

® Write or wire Stutts, Department 13, Thomasville ©@ 








PHONE 6972 
& 610 WILLAMETTE ST. 





of WEST COAST 


LUMBER 


AND ALLIED PRODUCTS 


LUMBER Co. 


WESTERN DIVISION 
TWX EG25 


EUGENE, ORE. 
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‘ze GUNDERSON Cuts 
Stock FAST, Reduces Costs 
and Stands the Gaff! 


The Vertical Band 
RESAW 
That Pays Its Way 
Every Day! 

Designed for accurate 
gauge sawing or center 
splitting of a large va- 
riety of stock at top 
speed. Tilted bed per- 
mits bevel saw- 
ing with equal 
ease and volume. 
Parts readily 
available. 


Lever & Screw 
Set Works 

Opening 4” either 
side of saw with lev- 
ers and an additional 4” either side with screws. Total 
opening 16”. Capacity ranged from 50 to 250 lineal feet 
per minute, depending on material . .. 50M board feet 
per 8-hour shift in average mill. 


Write for Further Information 


GUNDERSON BROS. 


ENGINEERING CORPORATION 


Steel Fabricating 4700 N. W. Front Avenue 
Division PORTLAND 10, OREGON 

















Flintkote Executive Elected to 
Head Industry Association 


At the annual meeting of the Na- 
tional Mineral Wool Association, Jul 
Z. Hollmann was elected its new 
president. Mr. Hollmann is manager 
of the Insulating Materials Division, 
Flintkote Company, New York. He 
was general sales manager of The 
Celotex Corporation before joining 
Flintkote. Mr. Hollmann is a gradu- 
ate of Washington State College and 
resides in Larchmont, N. Y. 

Armstrong Cork Company, Bald- 
win-Hill Company, The Philip Carey 
Manufacturing Company, The Carney 
Company, Inc., The Celotex Corpora- 
tion, The Eagle-Picher Sales Com- 
pany, The Federal Portland Cement 
Company, Inc., The Flintkote Com- 
pany, Johns-Manville Sales Corpora- 


tion, National Gypsum Company, 
Owens-Corning Fiberglas Corpora- 


tion, The Riverton Lime and Stone 
Company, Inc., United States Gyp- 
sum Company and the United States 
Mineral Wool Company are among 





JUL Z. HOLLMANN 


the 32 members of the National Min- 
eral Wool Association. The Associa- 
tion members manufacture over 90 
percent of the mineral wool produced 
in this country. 


Adam Trieschmann Honored 

The Crossett-Watzek-Gates orgini- 
zation, owners and _ operators of 
Crossett Lumber Company, Crossett 
Paper Mills and Crossett Chemical 
Company, Crossett, Ark., Fordyce 
Lumber Company, Fordyce, Ark., and 
Jackson Lumber Company, Lockhart, 
Ala., was the host at a testimonial 
dinner given at the Racquet Club in 
Chicago, in honor of Adam Triesch- 
mann who recently completed 50 
years of continuous service with the 
organization. 

Edw. C. Crossett, president of the 
Crossett and Fordyce Companies, 
outlined Mr. Trieschmann’s tenure of 
service with the organization and pre- 
sented him with a large and beautiful 
silver tray upon which were engraved 
the facsimile signature of all directors 
of the various companies in addition 
to an inscription. 


“Norm” Aimer Retires 

Norm Aimer, popular midwestern 
district sales manager of The Flint- 
kote Company, retired August 1 after 
27 years’ service with this leading 
maker of building materials, products 
for industry and paper boxes and 
containers. At a well-attended fare- 
well dinner on July 22, with many 
out-of-town guests present, Norm 


was presented with a leather-bound 
book of testimonial letters and an 
RCA Radio-Phonograph combination 





has been time-tested 


industry. 
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and prevents loose, rattling glass— 
there is-no satisfactory substitute 


for high quality putty. 


PARKER'S 
PRIMERLESS 
is high quality f 
PUTTY 


80 years of service 
to the sash and door 


industry. 
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PARKER’S 
PRIMERLESS 
PUTTY... 


“school of experience’ — many 
years of service to the building 


For a tight seal that resists in- 
filtration of, moisture and cold air 






IRA PARKER & SONS C0. 


OSHKOSH, WISCONSIN 
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. Ltd. 


Sales Office: 


2020 Chicago Title & Trust Bldg., CHICAGO 2, ILL. 
Selling the Products ef J. A. Mathiew, Ltd. Rainy Leke, Ont. 
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Quality Lumber 
for 60 Years 










"california Sugar Piae 
' Ponderosa Pine 
Western White Spruce’ 


Sustained 
Yield 





Industrial Box Shook 


WINTON LUMBER SALES CO., oskay “7ower, MINNEAPOLIS 2, MINN. 































~ Majestic 
Anaconda Copper a\)-= Building 


oe Necessities 
Mining Co. : 








Lumber Department Here's your PROFIT NEWS 


for low-budget buyers 


Bonner, Mont. No. 2 FUELLESS INCINERATOR 


This newest Majestic Fuelless Incinerator dips deep 
into a waiting market. It’s an economy model for 
low-budget homes and holds a big profit potential 
for you. Handily disposes of all burnable refuse, 
* , including wet and dry 
garbage. Costs nothing 





to use. Just light it 
and leave it. Unique 
drying downdraft 
speeds burning. Waste 
turns to a fine ash. No 
inside odors. Safe and 
sanitary. It’s a rugged, 
long-lasting unit. Holds 
2 bushels. Diameter 2 
ft. Only 32” high. Neat- 
ly finished. Taps to flue 
in basement or utility 
room. See how one 
profitable sale leads to 
another. Write today. 


The Majestic Co. 


840 Erie Street 
Huntington, Indiana 


Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 





Majestic Building Necessities for Modern Homes 











SHEVLIN-McCLOUD LUMBER COMPANY 


a eee 


a een nee a SAL EET 


SELLING THE PRODUCTS OF DISTRIBUTORS OF 
oe “Seowany = | BRIEVLIN PINE: “en 
COMPANY vy PONDEROSA PINE 
McCloud, Calif, Reg. U. S. Pat. Off. (PINUS PONDEROSA) 
*THE SHEVLIN-HIXON COMPANY EXECUTIVE OFFICE 
Bend, Oregon 900 First National Soo Line Building SUGAR (Genuine White) PINE 
“Member of the Western Pine Associa- MINNEAPOLIS, MINNESOTA (PINUS LAMBERTIANA) 
tion, Portland, Oregon. 
DISTRICT SALES OFFICES: 
é NEW YORK CHICAGO SAN FRANCISCO 
ES 1604 Graybar Bldg. 1863 LaSalle-Wacker Bldg. 1030 Monadnock Bldg. 
. Ponderosa Pare Woodwork Lexington 2-9117 Telephone CEntral 6-9182 Exbrook 2-7041 


"Nationally Known and Advertised for 44 Years" 








{ Successors to Shevlin Pine Sales Company } 
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set by his business associates and 
friends. 

Widely-known in building material 
circles throughout the middle west, 
Mr. Aimer pioneered in the intro- 
duction of many asphalt roofing prod- 
ucts now in wide acceptance and gen- 
eral use, and as a constant partici- 
pant in hundreds of building materi- 
als and lumber dealer conventions 
made many contributions to the wel- 
fare of the industry. He plans to 
spend his time enjoying the rewards 
of a long and useful business life at 
his winter home in the Arkansas 
Ozarks and his summer place at Mus- 
kegon, Mich. 

Gordon Worley, 


formerly Flint- 


kote sales representative in the 
Northern Mississippi and Knoxville- 
Chattanooga territories, and later as- 
sistant to Mr. Aimer, succeeds Norm 
as Midwestern District Sales Man- 
ager for Flintkote with headquarters' 
at Chicago Heights, III. 


Re RRM 
OBITUARIES 
(ER RRR 


Philip L. Berquist, 50, was killed 
in the recent crash of a Chicago- 
Twin Cities flight of Northwest Air- 
lines. The accident occurred near 
Winona, Minn., August 29. Mr. Ber- 





DISTRIBUTORS IN PRINCIPAL CITIES 
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quist, manager, Industrial 
Sales, Wood Conversion Company, St, 
Paul, was recently promoted to his 
position of manager. Prior to that, 
he was Chicago district manager for 
the past five years. 


George Schaad, Jr., 55, district 
manager of the Southern Hardwood 
Traffic Association in New Orleans, 
died September 6 at his home. Na.- 
tive of Owensboro, Ky., he went to 
New Orleans from Helena, Ark, 
where he was district manager for a 
year. Mr. Schaad was also secre- 
tary-treasurer of the Southwestern 
Hardwood Manufacturer’s Club. 


Frank C. Storton, 79, former lumber 
man, well known in Evansville, Ind, 
and the Tri-State area, died Septem- 
ber 25, in Floral Park, Long Island, 
New York. He had been ill only a 
short time. For many years Mr. 
Storton was office manager of the 
Evansville Veneer Company. He was 
one of the organizers of the old 
Evansville Lumbermen’s Club and for 
several years served as_ secretary- 
treasurer of the club. 


Thomas Bernard Lehon, 73, vice- 
president and co-founder of The 
Lehon Company, Chicago, long a 
leading figure in the asphalt roofing 
industry, died September 8 at his 
home in Chicago. 

Mr. Lehon was one of the pioneers 
of the asphalt roofing industry. In his 
early years he worked as a lumber 
salesman, and then became a roofing 


salesman for the National Roofing |— 


Company, Tonawanda, N. Y. 

In 1906 The Lehon Company was 
organized to manufacture asphalt 
roofing products and Mr. Lehon 
served as an officer of this company 
for over 40 years. Mr. Lehon origi- 
nated the well known Mule-Hide 
trade mark and trade name. 


George C. Reinhart who represented 
The M. B. Farrin Lumber Co., Cin- 
cinnati, Ohio, for over 40 years. 
passed away August 20 on his 66th 
birthday and on the eve of his 42nd 
wedding anniversary. Mr. Reinhart 
joined the Farrin organization in 
1901, working in the Cincinnati office 
and later as city salesman. In 1905 he 
moved to Indianapolis and since that 
time has represented thé firm in In- 
diana and part of Illinois. 





Orville R. Miller who died from 4 | 


heart attack the early part of August, 
was one of the most active men In 


the Dougias fir industry. A native of |” 


Dixon, Ill., Mr. Miller lived in Port- 
land, Ore. for approximately 30 years. 


He was president of the Deep River 4 


Timber Co., 
Wauna Lumber Co., and secretary of 


vice-president of the 


the Mount Jefferson Lumber Corp. 4 


During two war years as president 
of the West Coast Lumbermen’s ass0- 


ciation, Mr. Miller took an active part ip 


in formulating the West Coast indus 


try’s large-scale tree farming and for- # 
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Here’s a real profit opportunity for lumber and building 
materials dealers. Stewart Products are used extensively for 
the beautification and protection of all types of property. 
They comprise: Chain Link Wire and Iron Picket Fence; 
Plain and Ornamental Iron Railings; Iron and Wire Window 
Guards; Steel Folding and Sliding Gates; Ornamental Iron 
Lanterns; Steel Settees; Flag Poles, and many others in iron 
and wire. Cash in on this profitable business. Write for 
details. No investment necessary, and you are not required 
to carry any stock. 


THE STEWART IRON WORKS CO., INC. 
1551 Stewart Block, Cincinnati 1, Ohio 
Experts in Metal Fabrications Since 1886 








THE MEADOW RIVER 
LUMBER CO. 


Manufacturers of 


West Virginia Hardwoods 


Rainelle, W. Va. 


























“ Specialists in Oak Floor 
ing. General wholesal- = 
<<” ers of all lumber items. 
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1215 R. A. Long Bldg., 
Kansas City 6, Mo 
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DEPENDABLE QUALITY 


tne 


tap 





HARDWOOD 
FLOORING 


Oak-Beech-Pecan-Ash 


In straight cars or mixed with air dried 
Yellow Pine Boards and Dimension. 
Best of manufacture. Satisfaction that 
will bring you back for more. 


For prompt attention on your needs phone or write 


Miller & Company, Ine. 








Monufacturers of 
Hardwood & Yellow Pine Lumber 
SELMA, ALA. and JACKSON, TENN. 


Selme LD 9910 — Phones — Jockson 1885 
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est conservation program. He also 
served on the war production board’s 
advisory committee for softwood lum- 
bermen and loggers during the war. 


New Plant of Wilhelm Lumber 
Co. to Include Three Units 


The new Eager Road Plant of the 
Wilhelm Lumber Company, now un- 
der construction, will include three 
units, providing facilities for ware- 
houses, offices, and specially-designed 
lumber-handling buildings. The first 
unit, soon to be completed, will be 
a 100x80 ft. building with track 
through the middle to permit un- 
loading of flooring and _ kiln-dried 
lumber under cover. It will have 
loading space for 10 tracks outside, 
and four inside. An auxiliary build- 
ing, 50x30 ft., is also under construc- 
tion. 

The second unit consisting of a 
modern office and store building, is 
designed with convenient parking 
areas. The third unit, to be a series 
of structures, is planned especially 
for efficient handling of dimension 
lumber under cover. 

The completed project will be built 
on a 12% acre tract served by private 
switch of the Central Belt Terminal 
railroad. Paul A. Wilhelm architect, 
has designed the units with Fitch 
and Nicholas, executive architects. 





Harry T. Canipbell Sons, New Plant No. 2 


SAKRETE * eady-mined concrete 4 j ie 


oT 





ALBERT S. CUMMING, manager of the Sakrete and Calcite Departments, Harry 
T. Campbell Sons’ Corporation, Towson, Md., has announced the completion of Plant 
No. 2 for the production of Sakrete dry, ready-mixed concrete products. This new 
plant triples the capacity of the Campbell Company for producing Sakrete and will 
permit prompt shipment to the more than 3,000 dealers now carrying the Sakrete line 
of ready-mixed concrete products. The new plant is complete with automatic driers, 
gravity feeds, automatic bagging and sewing equipment and has complete facilities for 

railroad and truck shipments. 
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You can turn out as much as 157 
minute ... and at 


variable feed with feed belt tightener, guide rail spurs, 
well-balanced mandrel, rugged construction. Write TODAY 
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SOUTHERN PINE 
& HARDWOODS 


® 
WEST COAST WOODS 
® 
LUMBER 
® 
PILING 








BURNER with 
CONE GRATE 


*Burns 25% More 
*With 75% less smoke and 
cinders. Fool proof 
We Also Build 
‘BOILERS—5 TO 1200 H.-P. 
. TANKS .and STACKS 


STRUCTURAL STEEL 
FABRICATORS 


MFRS. FLANGED & DISHED HEADS 







Light running, 


We Stock 
Straight & Bent Boiler Tubes 


SEATTLE BOILER WORKS 


Now in Our New Larger Modern Plant at 5237 E. Marginal Way 
SEATTLE, WASH. 
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PAUL BUNYAN’S TOOLS 


Time was when an axe and a peavy could do everything needed in 
the lumber business. It takes more than that today but Paul’s outfit 
keeps up to date. 


PAUL BUNYAN LUMBER CO. 


Manufacturer and Distributor 
Ponderosa Pine White Fir Incense Cedar 


SUSANVILLE e CALIFORNIA 











TRADE MARK 





























Sitka Spruce Lumber 
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Pacific Northwest manufact- 

E urers of stock fir millwork 
invites your immediate inquiry 
by phone, wire or air mail. 

Dons POLSON 


ANY WOODWORK ITEM IN CARLOAD LOTS 


SASH-TRIM- FRAMES- DOORS 
BURKE MILLWORK 


3201 FREMONT AVE. SEATTLE 3, WASH. 


Lumber & Shingle Mills 


Division of 
Polson Logging Company 
Hoquiam, Washington 
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. has served the LUMBER INDUSTRY exclusively for 
more than 43 Years with FIRE AND ALLIED INSURANCE 
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Woermann Construction Co. is gen- Spokane and Coulee Dam. Note bull Falls for shipment to Spokane plants 
eral contractor. chain at extreme right, leading down of parent Western Pine Mfg. Co. un. 
The Wilhelm Lumber Company, or- 150 feet to river. Boiler house con- der milling-in-transit arrangement, 
ganized in St. Louis, Mo., two and tains two new type Wicks water This new Dixon mill, on the shore 
a half years ago, now carries in its tube boilers and one old style fire of Roosevelt Lake (the 151-mile back. 
wholesale department Hardwood and ‘i é F waters of Grand Coulee Dam), will 
£ : tube for standby. Engine room has 
Cypress, as well as Yellow Pine and alata f . be one of the most modern and ef. 
Sud ; Pay two 500kva GE turbo generators. ; : : 
West Coast products in carload lots, The mill h nema t t 8 ft ficient in the world. Operating at 
along with its regular retail building h 7 — ; ‘™ eo f : full capacity, it will turn out 16,000 
material yard. ae a aan oF tggge Me feet of consistently finer Dixon lum. 
, per day; two 8- P Ss. e . ~~ hour for T 
Lincoln Lumber Company's comes from two areas across Colum. S* Products every hour for The 
° ' ; : 3 Dixon Industries, Spokane. 
New Mill bia on Colville Indian reservation un- 
Lincoln Lumber Company’s new der sustained yield contract. Rough . 
$1,250,000 mill at Lincoln, Wash., is lumber is barged back up Columbia Companies Announce 
located on Columbia River between about 50 miles to rail point at Kettle 





The name of Daley & Hixon, Inc., 
has been changed to Daley Lumber 
Co., Inc. The business continuing as 
the same corporation includes: Gen- 
eral and Sales Office, 635 North 
Pennsylvania St., Indianapolis, Ind, 
Yellow Pine and Hardwood Mill, Ox- 
ford, Miss.; Retail Lumber Yards; 
Chalmers, Ind.; Oxford, Miss. 


The fiftieth anniversary of the 
founding of Marquette Cement Man- 
ufacturing Company was marked this 
summer by a series of gala birthday 
parties attended by all Marquette 
employes, their families and invited 
guests in all communities in which 
the company’s principal plants and 
officers are located. Featuring fire- 
works, vaudeville acts, valuable 
prizes, band music and refreshments, 


uate neat y 
Company’s $1.250,000 mill at Lincoln, Wash. the first company-sponsored plant 








FOR ECONOMY 


D. M. McCuintock LuMBeR Co. 


Terminal Sales Building, PORTLAND 5, ORE. re Ki 
Telephone: Atwater 9355 ; Bs M A PL E FL Oo Oo R ! N G 


Douglas Fir, Red Cedar, Sitka Spruce ’ 25/ 32x24" 2" aad Lhe 2" 
and Hemlock Lumber — Shingles aa 33/32x2" and 11/2 


: For lower cost construction, for closets, storage 
Mill Agents for ce %, space—for a unique floor of individual beauty in 
‘Sie a any room. Durability comparable with other — 
Engle & Worth Lumber Co., McMinnville, Oregon Py j No sameness of pattern. Soft mellow blending of 
Timber, Inc., Harrisburg, Oregon +o ! fo nag results in pleasing, artistic effect. Write 
Luckiamute Lumber Co., Pedee, Oregon fo ~' 
Keystone Lumber Co., Myrtle Creek, Oregon i a. MFMA Grades — Standard Manufacture 


Judd Creek Lumber Co., Riddle, Oregon 
eo. eee WELLS LUMBER CO. 
re MENOMINEE - MICHIGAN 

















HOME TRAINING 


Prepares You for Opportunities in LUMBER f S ALE 
BUILDING CONSTRUCTION or 
The Building Industry uses men with organizing ability by the thou- 


sands in construction, supervision, management, sales. HARDWOODS SOFTWOODS 
Get Free Information Now DOMESTIC and FOREIGN 


Mail Coupon—No Obligation 
We shall be glad to give you full details about our program and VENEERS PLYWOOD 


explain just how you can complete it right in your own home without 


interfering with your present work. LARGE STOCKS IN ST. LOUIS YARDS 


Commercial Trades Institute, Dept. D73-10 
1400 W. Greenleaf Avenue, Chicago 26, Illinois. Write Phone or Visi? 
o 


Send free illustrated Brochure and other Information about Building 


win () Non Veteran FRY-FULTON LUMBER Co. 


Address 154 Carroll St. ST. LOUIS 4, MO. 
, CEntral 5250 
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VAN-PACKER CORPORATION 
134 South Clark St., Chicago 3 
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Greater Protits/ 


— because only KIMSUL* insulation 
has these 6 exclusive advantages 


1. Many-layer stitched construction— uniform pro- 
tection over every inch of insulated area. 


2.‘Compressed package—comes in easily handled 
rolls. Reduced to 1/5 installed length. A true over- 
the-counter packaged insulation. 


3. PYROGARD}{ fire-resistant cover—even the cover 
of KIMSUL*—not merely the insulation itself—is scien- 
tifically treated to resist fire and flame. 


4. Extra width—your customers are assured of fully 

_ insulated fastening edges. 

5. Extra flexibility—tucks snugly behind pipes, into 
corners and other “tight spots.” 


6. Caulkability—cut strips are excellent for caulking 
around windows and door frames. 






KIMBERLY-CLARK CORPORATION 
KIMSUL Division, 
Neenah, Wis., U.S.A. 





Insulate when you build. 





Over-all insulation 





means ready salability. *T. M. Reg. U.S. and Can. Pat. Off t Trademark 
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town celebration was held at the La- 
Salle-Peru (Ill.) High School Ath- 
letic Field. Similar plant town cele- 
brations were held in Cape Girardeau, 
Mo.; Des Moines, Iowa; Nashville, 
Tenn.; Cowan, Tenn. 


The Marlite Dealer, house maga- 
zine published by Marsh Wall Prod- 
ucts, Inc., Dover, Ohio, for distribu- 
tion to some 16,000 dealers through- 
out the country, was honored twice 
within recent weeks with awards 
granted by the National Advertising 
Agency Network and the Interna- 
tional Council of Industrial Editors. 
The Marlite Dealer and the Inte- 
grated Advertising and Sales Promo- 
tion Campaign are actually just two 
phases of the overall promotion pro- 
gram through which Marsh provides 
powerful selling aids to its many 
dealers who handle Marlite plastic- 
finished wall and ceiling panels, 
Marlite polish, Marsh moldings, ad- 
hesives, caulking and bathroom ac- 
cessories. 


Inland Steel Products Company, 
with main plant and offices at Mil- 
waukee, Wis., has announced the 
opening of a new branch office and 
warehouse at St. Louis, Mo. John E. 
Meroney, the company’s sales repre- 
sentative in this area for several 
years, has been appointed district 
sales manager in charge of the St. 
Louis Division. The new branch will 
be used for distribution of the com- 
pany’s metal building products in St. 
Louis and the surrounding area. 


The B & T Metals Company, Colum- 
bus, Ohio, announces the appoint- 
ment of Lubbock Sash & Door Co., 
Lubbock, Tex., as a local distributor 
for the complete line of Chromedge 
metal trims and accessories for the 
building materials trades. 


Appointments and 
Promotions 


James F. Mahoney, vice-president 
of Edward Hines Lumber Co., has an- 
nounced the appointment of William 
J. Carney as sales manager of the 
Engineered Fabrication Division. Mr. 
Carney will work with James Otis, 
manager of sales of prefabricated 
shelving; and E. V. Nottingham, sales 
engineer, in the sales of wood prod- 
ucts, wood sub-assemblies, and heavy 
timber prefabrication for bridges, 
towers and other large structures. 
The Engineered Fabrication Division 
is headed by Theodore R. Coffin, and 
was formed in 1940 at the Main Yard 
of Edward Hines Lumber Co., 2431 S. 
Wolcott Ave., Chicago. The division 
played an important role during the 
last war in supplying the armed serv- 
ices with heavy overseas packing 
crates, prefabricated timber docks 
and other important prefrabricated 
lumber items. 
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WILLIAM J. CARNEY 


Mr. Carney graduated from Prince- 
ton in 1941, and served in the Army 
for four years leaving with the rank 
of Lieutenant Colonel. Previous to his 
joining Hines a year ago he was with 
Stevenson, Jordan and Harrison, Inc., 
management consultants. - 


R. L. Arnold, formerly with the H. H. 
Kubick Lumber Company in South 
Coffeyville, Kans., is now assistant 
manager for the Cherryvale Lumber 
Company, Cherryvale, Kans. 


John Stolarz, recently appointed 
general sales manager of DeWalt, 
Inc., announces an increased advertis- 
ing program for the next fiscal year. 
Both trade and consumer publications 
will be used to advertise the com- 
pany’s radial power saws. 


E. T. Hawks, who for the past 10 
years represented the Corbin Cabinet 
Lock Division of the American Hard- 
ware Corporation in the states of 
Kentucky, Tennessee, North Carolina, 
Virginia, and West Virginia, has re- 
cently been appointed as special sales 
representative in the entire south, 
and in addition to the above states 
will represent the company in the 
states of South Carolina, Florida, 
Alabama, Mississippi, and Eastern 
Louisiana. 


Saxton B. Ferrell, general sales 
manager, Pope & Talbot, Inc., Port- 
land, Ore., recently announced the 
appointment of Fred A. Amburgey as 
acting manager of the Northern Cali- 
fornia sales and wholesale offices with 
headquarters in San Francisco. Mr. 
Amburgey succeeds George R. Ken- 
drick who has resigned to enter busi- 
ness for himself. 


Pope & Talbot, Inc., next year will 
celebrate its 100 year in business. 
Sawmills are located:at Port Gamble, 
Washington, St. Helens and Oakridge, 
Ore. 





ADVERTISING 


PAYABLE IN ADVANCE 


American Lumberman 6& Building Products 
Merchandiser is published every other Satur. 
day. It publishes the largest strictly classified 
advertising section in its field. 


All ads for classified section must be in Pub. 
lisher’s office 10 days preceding date of pub- 
lication. Advertisements are set in uniform § 
oint style. No cuts or special borders allowed, 
or advertisements bearing box number count 
five extra words. Replies are forwarded free 
of charge. Please indicate classification de- 
sired. Publisher reserves right to re 
edit or reject any classified advertisement. No 
agency commission or cash discount allowed. 


Rates — Cash With Order 
Minimum Charge $2.00 


For one or two insertions 10c per word per in 
sertion, with minimum charge of 50c per line. 
Three to Five insertions 9c per word per in- 
sertion, with minimum charge of 45c per line. 
Six or more insertions 8c per word. per inser- 
tion, with minimum charge of 40c per line. 
There are approximately 5 words to a line and 
when less are specified or used. regular line 
rate is charged. 


When answering box numbers or mailing copy 
tor ads address them to: 


AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 
139 N. Clark St., Chicago 2. Illinois 








HELP WANTED 








Wanted: Lumber grader for Distributing Yard 
on Hardwoods and White Pine. Steady work. 
union scale. Address E-42, American Lumber 
man. 





Northem Michigan saw mill wants Hardwood 
lumber inspector. State experience and ag@ 
Address Box C-65, American Lumberman, In. 





Experienced estimator. Also detailer and 
biller. Give full information in first letter 
New sash and door factory. West Millwork, 
Inc., P.O. Box 1679, Houston 1, Texas. 





Experienced Millwork shop foreman in aly 
of about 25000 people. Modern shop of about 

men and very good machinery. Good 
wages and bonus. In answering state expen- 
ence, give age, size of family, church affile 
tion if any. New modern house available. 
Write Dakota Sash and Door Co., Aberdeem 
South Dakota. 


— 


SAW MAKER—Experienced, on large Circ 
lars or Ban maximum pay—steady 

R. HOE & CO., Inc., 910 E. 138th St., New 
York 54, N. Y. 





——, 





RETAIL LUMBERMAN 


Florida concer wants to employ thoroughly 
experienced Retail Lumberman, between ag% 
of 30 and 45 years, who really wants to wor 
We sell everything from foundation to 
None but highly efficient man will be com 
sidered. No liquor. Address F-22, America® 
Lumberman, Inc. 
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